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THEY STEAL THE SHOW 


_ you can steal the show—run away 
wi 


th sales—with the WASHINGTON 
Line. It offers everything that your trade 
could ask for in coal, wood and oil heat- 
ing — Beauty — Quality — Performance — 
Value. An unmatched array of sales-clos- 
ing features. Built-in Down-Draft Hot-Blast 


consumes gases, saves fuel, increases 

heat. Rugged construction of all types as- H * 

sures the long life and trouble-free service T 

that have made WASHINGTON Heaters 

famous. Genuine porcelain enamel fin- ‘e} 3 ot @) AL mY Cele)» 

ish radiates lasting beauty. Join up now 

Gm with Gray & Dudley leadership. OIL HEATERS 
Write today for complete Catalog 
and prices. , 














(Left) 
Washington Down-Dratt, 
Hot-Blast, Oil-Burning Heater 


Streamheat Washington Hot- 
Blast Furnace for Coal-Wood 
(Above) General Washington 
Hot-Blast, Heavy-Duty Furnace 
for Coal-Wood 

















(Left) Washington Modernistic 
Furnace for Wood 
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COUNTER DISPLAY No. 20 


@ One of seven Variety 
Venders featuring a selected 
assortment of the fastest- 
selling Wooster Brushes. 


WOOSTER JOBBER + WOOSTER JOBBER-SALESMAN 


HAT LIES closest to a dealer’s heart? Profits, of 

course... but sure profits realized easily and 
quickly. If your experience in brush sales has not been 
all that you had hoped for, let the Wooster Trio go to 
work for you...They have made a scientific study of 
brush requirements and sales over many years, and 
now confine the Wooster-Dealer line to only 26 fast- 
est-selling brushes! You know what that means to a 
dealer. It means greater trade acceptance; lower inven- 
tory investment; and quicker turnover. Summed up, 
this leads to only one thing—increased profits. .. No- 
where can you find better quality than the quality of 
Wooster Brushes. For generations they have been the 
nation’s first choice....Tie in with Wooster Foss-Set 
Brushes and UP your brush profits. Ask the Wooster- 
Jobber Salesman about the complete plan and his help. 


FOSS: SET 


SE a arn 


THE WOOSTER BRUSH CO. © WOOSTER, OHIO 
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Use These Three Men 
to UP uour Brush Profits 
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Here's the lock that gives your customers just what they‘re looking for... the 
convenience of a springlatch combined with the security of a deadlatch. 


Built to stand up — the No. 44 offers iron case and brass bolt construction 
that guarantees strength. And to insure mechanical perfection, there is the 
famous YALE mechanism. 

But that isn’t all—for here, where other locks leave off, the No. 44 begins. 
When the door closes the No. 44 deadlocks automatically, throwing the 
bolt nearly double the usual distance, providing a practically infallible 
guard against end pressure (as shown in the diagrammatic drawing on 
the right). 

That's why the No. 44 is called “The Lock That Does Not Forget”. Explain 
this to your customers — you'll be surprised at the number of sales it will 
help you close. 


THE NAME YALE HELPS MAKE THE SALE 


THE YALE & TOWNE 
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YALE No. 44 AUTOMATIC DEADLATCH 


“THE LOCK THAT DOES NOT FORGET” 


4y 


ago 





MANUFACTURING CO. 


STAMFORD CONN., U.S.A. 











JUST ONE OF THE 
MANY REASONS THAT 


THE No. 44 Sells 


\ 
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Sectional view 
of Yale No. 44 
Deadlatch Bolt 


To give maximum security, the 
opening in the strike is only large 
enough to permit the bolt to en- 
ter, thus the deadlocking slide 
“A is held back when the door 
is closed. This automatically 
causes the bolt to be thrown for- 
ward nearly double the usual dis- 
tance (as shown by dotted line) 
and at the same time deadlocks 
the bolt against end pressure. 
Be sure to tell your customers 
about this extra protection. 


Visit YALE at the New York 
World's Fair. Main Exhibit, 
Hall of Industry and Metals 
Building, near Trylon and 
Perisphere. Other displays 
are in Home Building Center. 
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’ OU don’t have to draw on 
your imagination, nor 
think up any “line” for your 


customer when you sell the 
Goodyear line of Garden Hose. 


You start out with the tremen- 
dous advantage of The Great- 
est Name in Rubber—tops for 
quality the world over — on 
every length of hose in stock. 


You can satisfy every garden 
hose need, from the best pos- 
sible quality at the lowest pos- 
sible price, right up to the 
finest quality at any price. And 
in between you’ve got what it 


WERES Al LINE OF 
WOSE THAT NEEDS 





takes to please people who want 
“something special” —be it 
“light” hose, “easy-to-handle” 
hose, or “something tough” 
to stand up year after year. 


So you’ve price, you’ve adapt- 
ability—and quality that no- 
body ever disputes. 


Isn’t that exactly what you 
want? 


Write Goodyear, Akron, Ohio, 


or Los Angeles, California. 


THE GREATEST NAME 





HERE’S THE “MAIN LINE” 
IN GARDEN HOSE 





SUPERTWIST* CORD HOSE. A lightweight, yet 

* extremely durable hose that women and 

children can handle easily. Brown cover. 

Made with a reenforcement of the famous 
Supertwist cord. 


2 GLIDE* CORD HOSE. A good hose at a mod- 

* erate price. Ribbed red cover. Molded 
hose, reenforced with heavy double- 
braided cotton cords. Also available with 
black cover. 


3 PATHFINDER* CORD HOSE. High quality at 

* low price. Green cover. Heavy, single- 
braid, cotton-cord reenforcement. Also fur- 
nished with black cover. 


4. OAK* GARDEN HOSE. Designed expressly 

for the low-price market. Single-braid, 
cotton-cord reenforcement, corrugated dark 
brown cover. 


*T.M.’s The Goodyear Tire & Rubber Compa...» 


IN RUBBER 
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poRris: You can cook right on the dining- 
room table with no smoke—no odor. Steaks, 
thing you broil. You can 

1 


chops, fish—any 


also use it a8 ® hot Isn't it amazing! 


plate. 
MOTHER: Here's what impresses me most 
_made by Manning Bowman. Anything they 
make is made right, and outstanding in style. 

‘om 


. 
See these Manning-Bgweman electrical conveniences 
at your dealer's. The TRON -THAT wAGS-1TS-TALL, 
99.95. Other automatic wons, from $4.95. Twin 0- 
Matic Waffle Baker, $16.00; other waffle bakers, from 
$4.95. Automatic toaster’, from 

folder, Manning, Bowmas & Co, 


== Manning 


$12.95. Write for 
Meriden, Conn. 


MANNING 
> BOWMAN & 
cO., MERID 
EN 
>» CONN. » BRANCHES: NEW YORK 
* CHICAGO + 
SAN FRANC 
isco 
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What Exclusive, Patented SUPERFEX 
Features mean to You!...and to your customers 


 —_— or not this is your first 


year of selling oil heaters, you'll do a grand job 
if you take on the famous SUPERFEX line—the 
line with real exclusive “Talking Points.” It is 
a proved line with an established reputation ‘of 
doing satisfactory heating jobs under all condi- 
tions. What’s more, SUPERFEX goes on proving 
itself every day—turning thousands of buyers 
into friends and boosters. The reason is simple. 
SUPERFEX is the only oil burning heater offer- 
ing two kinds of heat . . . directed radiant heat to 
warm the floors and circulating warm air to heat 
adjoining rooms. This exclusive and scientifi- 


the only line of oil heaters that’s sure to please— 
the quality SUPERFEX line and the new Perfec- 
tion made Ivanhoe line . . . priced especially to 
“get the crowds.” The SUPERFEX liberalized 
discount plan means greater profits than ever. 
More important, they're “bankable” profits, for 
sound engineering has eliminated the “bugs” 
that cause costly servicing. 


You'll get plenty of promotional help too. Na- 
tional Magazines, Spot Radio and Newspapers, 
together with colorful consumer literature and 
display material are being used this year to help 
SUPERFEX dealers sell more oil heaters. It is a 
sound andsubstantial line 





Wines bbe yeni Seb aiaaai 


PERFECTION 
PORTABLE HEATERS 


Don’t overlook 
profit possibili- 
ties in Perfection 
Portable heaters. 
Fast seller. 10 to 
12 hours of com- 
fort on a gallon 
of kerosene. 


cally sound principle puts an end forever to the 


“cold zone on the floor.”” SUPERFEX truly is the 
Oil Heater with the “Features That Count!” 


Why not join the thousands of alert dealers 
who are getting off on the right foot by taking on 


—made by the world’s 
largest makers of oil 
burning equipment for 
the home. Write today for 
complete information. 


PERFECTION STOVE COMPANY 
7256-C Platt Avenue * Cleveland, Ohio 


SUPERFEX ucarcrs 





PRODUCTS OF PERFECTION STOVE COMPANY 
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Be CABINET 
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iy SMART DESIGNS .. . You'll find every 
? ;iten¥ in the complete Stanley Cabinet 
) 4Wafdware line is up-to-the-minute in 
P & d@sign,~both for appearance and easy 


* & “application. 
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CABINET HARDWARE WITH A BACK- 
GROUND... As manufacturers of hard- 
ware for nearly 100 years, Stanley offers 
a line of Cabinet Hardware which 


includes all of the fine qualities found 
in the nationally known Stanley line. 





EXCLUSIVE! STANLEY ‘"‘MULTICHROME"™ 
Cabinet Hardware solves the problem of stocking colored 
cabinet hardware. Five different colors available as inex- 
pensive inserts which can be carried in stock for very little 


cost. Shown, “Multichrome” Knob Pull, No. MC4486. 


Order This New Display! 


This handsome, colorful display deserves a 
place on your counter and in your window. 
With it, your store becomes “headquarters” 
for profitable cabinet hardware business! 
Shows a balanced assortment of fast-selling 
numbers. Demonstrates operation of hard- 
ware on doors! Shows all colors, sells 
“matched” orders! Ask your jobber for the 
plan that will put this colorful display in your 


TRADE MARK 


HARDWARE FOR CAREFREE DOORS store! The Stanley Works, New Britain, Conn. 
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@ That's the sort of request 
the hardware dealer will hear 
repeated often these coming months 
as cutters, contractors, road builders, 

o\\ and miscellaneous users jay in new equip- 
" os ment. It's a request that spells profits and good- 
will to the dealer. 











= x Expert cutters who know an Atkins Crosscut for fine per- 

\ formance aren't likely to compromise on anything less than 

‘\e that uniformly tempered Silver Steel Blade... the keen, 
ow tough teeth that need little filing... segment grinding that 


reduces “drag”...large gullets. These same features give 
you the sales ammunition to sell others who will try an 
Sow illustrated is Atkins No. 9 Atkins for the first time. 


Forester with the popular 4 
cutter and raker tooth pattern. 


ete pene All told, Atkins is the line to handle if you're after the big 
share of the current market for crosscut saws. Your 
jobber can supply you—get in touch with him now. 


« ATKINS ~~ Good. Saws 


RIGHT! «4 the GROOVE Sstniseslapansinvanteaguaomageees 


No. 22 Handle — Selected hickory, thoroughly seasoned 
13% inches long. Extra heavy malleable casti Easily 


adjusted. The best bolt pattern handle made. (at left) 





















No. 28 Handle — Best grade selected beech. Short (834 
inches) and “‘stocky”. Malleable loop extends through 


410 §$ illinois St.. Indianapolis, Ind handle and screws into socket on end. (at right) 
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‘This man KNOWS! 


E knows bolts, nuts, rivets and other 
threaded fastenings. He knows 
trends in design and production in indus- 
tries where these fastenings are used. He 
knows sizes, types, materials, finishes, 
prices and delivery facilities. 


He also knows he represents a quality 
product and a company noted for its pro- 
gressiveness, stability and service. He 


PORT CHESTER: N.Y 





ROCK FALLS, ILL. 


knows that behind him stand 95 years 
of R B & Wexperience, modern methods 
and machinery, three well-located plants, 
large and assorted stocks, and expert engi- 
neering help on troublesome problems. 


Now, as always, he can give his cus- 
tomers what they want when they want 
it. Because he knows all this—and we 
know him—we want you to know him too. 


T: RUSSELL, BURDSALL & WARD 


BOLT AND NUT COMPANY 





CORAOPOLIS, PA. 
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‘FICE & WAREHOUSE - 111 N. CANAL ST., CHICAGO WORKS - CAMBRIDGE, MASS. 
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| 7eve TemPER TaeS TENPER || || ARE -HAROENED 

= << | IMPRINTED BRAND | rey 
semis STEEL GOODS || ~~ on 


Long conceded by all makers, mer- 
chants and users to be the world’s 
finest steel goods. Beautiful in ap- 
pearance, exclusive in construction, 
perfect in design, tops in value. 


* * 
Handles—finest select all white ash. 


Handle Finish — new transparent 
miracle gloss—preserves the wood 
from weather or insect attacks. 


Tubular Ferrules on forks, longer 
sockets and common ferrules on hoes 
and rakes, give strength far in excess 
of all requirements for normal use. 
Steel Heads forged from finest 
analysis plow share steel, normalized 
and tempered by the most modern 
heat control methods. 

Balance—perfect—possible of at- 
tainment only by select group of 
highly skilled craftsmen who have 
spent a lifetime in designing and 
shaping tools for critical workmen. 


TRUE TEMPER 
FIRE HARDENED 
STEEL GOODS 


Exclusive True Temper construction. 
Perfect design and balance. 


Plus FIRE HARDENED Ash Handles 


—especially selected for strength 
and toughness. 


Handle Finish—actually fire hard- 
ened in flame, man’s oldest method 
of strengthening, toughening and 
preserving wood. 


Tubular Ferrules on forks, extra 
long sockets and common ferrules on 
hoes and rakes. 


Steel Heads, forged from finest an- 
alysis plow share steel— normalized 
and tempered by the most modern 
heat control methods. 


Every farmer and gardener who re- 
quires tools for steady use will im- 
mediately choose ‘‘True Temper Fire 
Hardened” because of their perfect 
balance, exclusive construction, de- 
lightful feel and superior value. 


Rue Usrdea Wroouers 








True Temper PrRooucrs 
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PANTHER BRAND 
STEEL GOODS 


Produced in this exclusive quality 
only by True Temper. Panther com- 
bines the greatest value and utility 
at popular prices. 
Handles—selected ash. 7 = ; 
Handle Finish — attractive ebony a 
hard penetrating oil finish — pre- . : 5 
serves and protects. 
Ferrules—tubular ferrules on forks 
—long strong sockets and common 
ferrules on hoes and rakes. 

Steel Heads—forged and tempered 
by the most modern methods. 
Balance—perfect—with the hang 
and balance of other makers’ highest 
priced lines. 


GARDEN CLUB 
STEEL GOODS 


Already proven the most popular 
“Colored Handle” line of selected 
garden tools. Handles are finished 
in three modern popular colors — 
terra cotta—goldenrod—plum. 
The Name — “Garden Club” is 
selling-magic to every home 
gardener. 

The Line—a special selection of 
the tools most wanted by home 
gardeners. 

The Tools—good quality, sturdily 
built by True Temper craftsmen, 
Prices—competitively priced to re- 
tail in the $1.00 class. 
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The True Temper Line 
is Complete 

True Temper manufactures a grade 
or quality to meet every requirement 
and every purse. 

The design, utility and value of each 
grade sets the pace that others 
follow. 

Cash in on True Temper preference 


—stock, display and sell all lines of 
True Temper Steel Goods. 








Produced only by The American 
Fork & Hoe Co., Cleveland, Ohio 
Makers of 








There’s Good Business in This 


for 


YOU 


ECAUSE U-S-S Cyclone Bas- 

kets are made in several styles, 
sizes and weights, you can offer your 
customers “‘a basket for every need— 
a price to fit every pocketbook” when 
you sell the complete line of Cyclone 
“Red Tag” Baskets. 

Now is the time to check your 
stock of “Red Tag” Baskets, replen- 
ish your supply and plan your Bas- 
ket Display for Fall. 

When you are ready to re-order 
baskets, we suggest that you again 
consult the handy table below to 
refresh your memory on the various 
specifications of U-S-S Cyclone 


“Red Tag” Baskets. 


CYCLONE FENCE 
COMPANY 


Waukegan, III. 


Branches in Principal Cities 


United States Steel Export Company, New York 





THIS NEW FLEX-TOP HAS SALES APPEAL! 4 i 
CYCLONE pprox. | Overall . | Diam. Approx. 
BASKETS wt. Ibs. | Height Bottom | Capacity 


per doz. 





“Red Tag” Burner No. 1 65 : 13” 1'4 bu. 
“Red Tag” Burner No. 2 84 : | ro oe bu. 


“Red Tag” Burner No. 3 96 ~ | 45” 





Opened, it looks like this. Pull the top bars together. The top closes up like this. Flex-Top Burner No. 3 % | 32 ’ 15” 215 bu. 





Flex-Top, handiest of all burner baskets. 
Top is permanently attached, opens and 
closes in a flash. Easy to carry by top in one 
hand. Nested for shipment or storage. A vail- Catch-All Basket (Galv.) 144 16” 214 bu. 
able in the 2, bushel capacity only. . 


US'S CYCLONE “Reg” BURNER BASKETS 





cOMPANY UL 


Catch-All Basket (Green) 144 | 2 16” | 2% bu. 


hp 
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A PLATE GLASS SELLING AT WINDOW GLASS PRICES? 


It is certainly the most perfect sheet glass ever produced. That 
charactefistically distorting window glass ‘‘wave’’ has been almost 
entirely eliminated . . . so has the greenish tint common to all glass 
used for regular glazing . . . and as for tensile strength, this new 
Lustraglass has no equal among products practical for general use. 
Here is a sheet glass so obviously and amazingly superior to any- 
thing we have heretofore known as window glass that it demands 
a separate classification, YET it sells at regular window glass prices. 
You can easily see its jewel-like luster and the great improvement 
in vision it affords. You can test its tensile strength and ability to 


wansmit ultra-violet rays, BUT how will you describe it? 





what? 1S IT A WINDOW GLASS THAT LOOKS LIKE PLATE, OR IS IT 
it? 
swheat woul yas col 


THE SHADOWGRAPH TELLS THE STORY 
by amplifying distortion and defects 20 times 





P@r 2 ©6098 88 6 


(1) This is high quality cylinder 
drawn window glass. The bent and 
twisted lines shown by the shadow- 
graph testing device indicate the 
presence of considerable distortion. 
This glass became obsolete in 1928. 


(2) Here is what most manufac- 
turers offer today as top quality 
window glass . . . Made by the 
sheet drawn process, it shows a 
characteristic distortion in the 
waviness of the black lines. 


(3) Now look at this ‘“shadow- 
graphed” sample of the new Lus- 
traglass. Obviously an important 
improvement. Thelinesarestraight, 
showing relatively perfect vision— 
relative freedom from distortion. 


@ Write for the new Windowgraph Slide Rule 
Chart and a sample of the new Lustraglass. 
Examine both—then tell us what you think. 


AMERICAN WINDOW GLASS CO. 


PECeRwee va Pee Ee 


MAnuracturers or Plexite, the safer safety glass; Lustrablu and Lustragold for ornamental uses; Crystal Sheet, Chipped and Special Glass for industrial purposes. 








LOOKS LIKE PLATE GLASS—SEL/S AT WINDOW GLASS PRICES 


’ 
THIS NEW TYPE OF / 


USI 


The Ultra-Violet Ray Sheet GlassS ed) 
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\, GREATER 
APROFITS 
with 


MYERS 


When a prospect for a water system steps into your store or 
when you visit him at his home or farm—you have his complete 
confidence when you offer him a MYERS. 


You don't have to apologize or side step any questions he may 
ask you about construction, operation, economy or dependability. 
Myers quality takes care of this for you. That's why so many deal- 
ers now sell and install Myers Water Systems exclusively. They 
stick to the line of least resistance for sales and profits. The line 
that sets the standard for quality—the line that has maintained a 
position of leadership by exceptional values in performance satis- 
faction—the line that can be sold with confidence to the home 
owner, the farmer or to anyone else for that matter who is a pros- 
pect for dependable water facilities for any purpose. 

Each year finds many new features—many new improvements 
added to the Myers line. Each year finds many new markets for 
Myers Water Systems. Each year finds many new dealers selling 
them. For greater profits it's time to get on the line with Myers. 
Ask your distributor or write us for catalog and information. 


THEF.E.MYERS & BRO. co. 


ASHLAND, OHIO. 


£, Tak o Tne 
DT cote The 

4 MYERS 
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WATER SYSTEMS - MAY TOOLS DOOR HANGERS 
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PUMPS — WATER SYSTEMS — SPRAYERS —HAY TOOLS — DOOR HANGERS 
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i on production basis. Every 
"lier must also pass rigid 
strength tests. 


* Specifications covering the 
material, manufacture and 
tests for only 4 of the 15 
patterns of Crestoloy Pliers 
require 10 sheets. 


Crestoloy Pliers take all the guesswork out of plier 
buying, because Crescent has taken all the guesswork out 
of plier making! Rigid specifications, first of all, establish 
the material, design, workmanship, tests and inspection of 
these better tools, right down to the minutest detail. Strict 
adherence to these specifications is maintained by contin- 
uous tests, and relentless inspection of the individual tools. 
Only those pliers that are 100% perfect receive the blue 
and silver Tag which identifies every genuine Crestoloy Plier. 

Crestoloy Pliers are made in 15 different types. They 
are priced but little higher than ordinary pliers which lack 
the many Crestoloy sales advantages. If you haven't a copy, 
write for our latest catalog describing all of Crescent’s 


guaranteed tools. Sold by leading hardware jobbers. 


CRESCENT TOOL COMPANY JAMESTOWN, N. Y. 


CRESCENT itera, TOOLS 


HARDWARE AGE 














Peril a 


GE A ARO 


ie 2 


ey 
: 
i 
9 














PE PS RONEN. OLE RST BS 





at 5 aD iaaa ‘. 








IT’S AS SIMPLE AS A-B-C 


\LWAYS SELL 

















OSS GLOVES AND 







ASH IN ON QUALITY 








BOSS BUREAU OF STANDARDS NOW 


2 © S VY MATERIALS 
entifies VY CONSTRUCTION 
V WORKMANSHIP 


For 50 years the proud standard bearer of quality in the work glove field, BOSS 
pioneers again in giving you and your customers absolute assurance of top value 
by placing the official seal of the Boss Bureau of Standards on every Boss glove 
label and a certificate of quality in every pair of Boss gloves. To make friends and 
keep friends—cash in on Boss quality! 


Ask Your Jobber 
about BOSS sales-tested 
Display Containers and 
new Deluxe Counter 
. Display Fixture. 
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QUICK MONEY IN OIL HEATERS 
W 


THE FLORENCE LINE-UP 























September, October, November—these are the 

months that will peak oil heater sales to an all- 

time high. It’s quick money, big money, for 

Florence Dealers because Florence helps you sell: 

With a Line of 31 Models “for every need 

*" and pocketbook”—all tagged with Certi- 
fied Heater Facts to help you sell and satisfy. 


2 With National Advertising in color, mer- 
" chandised at your store with free displays, 

literature, sales aid: and a liberal co-operative 

newspaper advertising plan. 

3 With the outstanding power-driven oil 
" heaters of the season—the new Florence 

DRIVEN-AIRE, a scientific achievement—and 

amazing value. 


Get the whole story today — 
now — write, wire or phone! 





Here’s How The New Florence 
DRIVINAIRE Oil Heater Sprays 
Out Heat That Gets Around! 























DRIVEN-AIRE’s powerful electric rotor unit sprays => te ae 
ged é We a 

healthful, humidified warmth in an abundant, gentle = Ze oe 

flow to all corners of the room and into adjoining =| ea 1S SPRAYED 

rooms. Model PC825 shown has twin pot-type burn- Wt —— 






ers. Model CH925 has twin sleeve-type burners. Each | 
is finished in porcelain and sparkling Crystone with Bi, Sey 
chromium trim. Motor 110 volt AC, speed control. oo 
















CERTIFIED HEATER FACTS FLORENCE STOVE COMPANY Genera/ Offices and Plant: 
Every Florence Oil Heater carries a Gardner, Mass.; Western Offices and Plant: Kankakee, IIl.; Sales Offices: 
Facts Tag giving heating capacity in 1458-59 Merchandise Mart, Chicago; 45 E. 17th Street, New York; 
cubic feet, and other vital details. Helps 53 Alabama Street, S.W., Atlanta; 301 N. Market St., Dallas; and 2730 
you trade-up—let it work for you. 16th Street, San Francisco. 





“FLORENCE OIL HEATERS 


WORLD’S GREATEST LINE .. . TAGGED WITH CERTIFIED HEATER FACTS 
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A COMPLETE IRON LINE WITH 
A COMPLETE MERCHANDISING PLAN 


THIS NEW MODERNE “LITE-WEIGHT”’ 
WITH THESE “PLUS” FEATURES 
WEIGHS ONLY THREE POUNDS @ NEW SIGNAL LIGHT THAT SAYS WHEN" 






$8.95 119F113 


IRONING 
FEATURES 


Streamlined @ “Dial-the- 
Fabric” heat indicator @ 
Compensating thermostat 
@ Calrod—practically 
everlasting heating ele- 
ment @ Cool, comfortable, 
form-fitting handles ® 
Thumb rest—button nooks 


$7.95 with $1.00 trade-in 119F108 - ~~ heel rest © Approved 
cord set 
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$3.95 




















Super 
Model "R” Model "R” 
119F109 119F110 
Uring this Fal 
PRomwAPECI 
FEATURES - Regleen IONAL Aug 
Streamlined @ Calrod—quick heating units © Cool, comfortable handles @ Large heat storage 4d-mats are chy isplay 
ity @ B nooks—thumb rest—heel stands ® Approved cord @ Super Model ''R” has Part of 


P Y 
heat indicator 
Appliance and Merchandise Department, Bridgeport, Conn. Ontario, California 


GENERAL (@ ELECTRIC 


THE COMPLETE IRON LINE 
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100 Years Young! 











BLAKE & LAMB Steel Traps 


During the past century, many brands of steel traps have come 
and gone with the wind. 


The fact that, throughout this period, BLAKE & LAMB have 
survived the storms ‘of aggressive competition and have 
steadily increased in popularity---is a fairly good indication 
that they have always represented a sound value to the 
hardware jobber, to the hardware dealer and to the trapper. 











More BLAKE & LAMB are sold today than ever in trapping history! 


THE HAWKINS COMPANY 


AMERICA’S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 
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Nem, Eye appeal plus purse appeal 


make Mercury Bicycles 
the outstanding buy of 1940 


a 











Wy 
¢ MOST BEAUTIFUL BICYCLES || 


Mercury Bicycles are styled to tomorrow, yet priced to meet today's competition. * The 
trade's enthusiasm for these distinguished bicycles has been very gratifying. Mercury is setting 
the merchandising pace for 1940, even in the volume market. The secret of their unusual success is 
not difficult to discover. Beauty of line and color plus that mysterious something that children call 
“zip.” Yet this extra salability is offered with a price tag that will agreeably surprise you. * Your 
bicycle plans for this fall are not complete until you have seen the Mercury Line. Write now for 


the complete catalog and prices. 


THE MURRAY OHIO MANUFACTURING CO., CLEVELAND, OHIO 


MERCURY 





02.06 
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rHere’s a GOUDIe profit 
OPPORTUNITY IN THIS NEW SELLING 
PLAN DEVELOPED BY KNAPP-MONARCH 





KNAPP-MONARCH NATIONAL ADVERTISING 
HELPS HM DEALERS EVERYWHERE! 


LARGE SPACE ADS IN NATIONAL MAGAZINES! 
COAST-TO-COAST NBC NETWORK PROGRAM! 


Powerful advertising for fall and winter creates customers for 
home appliances bearing the 1#M trademark—makes KM elec- 
trical servants profit leaders for merchants featuring them on 


counters, in windows, and in local advertising. 


This news will cause 

pocketbooks to open— cus- 

tomers to enter the stores 

of 44 Dealers everywhere. 

The new Knapp “‘Speedster’’ 

—quality electric shaver for 

a $5 bill— makes business for 

you on this “Best Buy” in the 

shaver field. Demonstrate and 

sell Knapp Shaver advantages. 

Get your share of the long profits 
on this fast turnover item, 
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Kuapp-Monarch ... one of the Largest 
Independent Appliance Manufacturers, 
has developed a New Method of Sell- 





ing that will Help any Aggressive 
Dealer close More Sales....make 


More Money....on All his lines 


A NEW WAY TO SELL—a 32-page booklet written by 
A. S. Knapp, president of Knapp-Monarch Co., whose 
knowledge of practical salesmanship has made 7M 
a leader in one of the most competitive industries in 
the world—explains simple methods to help dealers 
close more sales—make more money—on all the lines 
they handle. 


THIS MANUAL of better selling methods shows you how 
to profit not only on small appliances such as mixers, 
toasters, shavers, and health lamps—but also shows 
you how to use these appliances to conduct powerful 
demonstrations that help sell major appliances such 
as refrigerators, ranges, washers. 

YOU CAN USE any part of the Knapp-Monarch plan and 
benefit from it. By following it exactly as outlined 
you have the added advantage of dealing with only 
one manufacturer...for any of 45 TEM electrical 
servants salable in your locality. 


TEM. DEALERS MAKE MONEY with a profit margin you 

can really work with under the new TEM selling plan. 

You take no selling time from your major lines when 

you follow the new Knapp-Monarch plan. Yet every time 

a, you sell a 9§M appliance you 

, make a handsome profit. And 

by filling in the blank spots in 

your selling day with profit 

from a complete line of appli- 

ances priced from $3.95 to 

© ENAPP-MQNARCH $24.95, youclear a lot of dollars 

¢ ’ ~ % that you’d never get by just 
V A wishing for them. 


SEND FOR FREE MANUAL—“ A New Way to Sell” 
is a one-volume sales manual written for practical use. 
Every dealer and salesman in the appliance Sioa 
business will find interesting and helpful / ° 
selling slants on its pages. Don’t miss this ik, 
opportunity to get a copy free. 


KNAPP-MONARCH CO., 
Bent and Potomac Sts., Saint Louis, Mo. j 
Please send a FREE copy of “A New Way to Sell,” by 
A. S. Knapp. No obligation, of course. 
Send complete details on the Knapp Natural Angle 
Shaver. 
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WINCHESTER Battery 








ORE than 10,000,000 per 
issue is the total circulation of the group 
of big national-readership magazines in which Winchester 
will present to potential customers for you the story of Winchester 
Flashlights and Batteries. Already the big campaign is under way. 


: 


Starting in the August 26th issue of the picture weekly, LIFE, Winchester adver- 
from your job- tising will steadily hammer the long life and dependable power of Winchester 
ber’ssalesman. Batteries, and the convenience and need of Winchester Flashlights, into the 
Use this power- thoughts of the readers of these powerful publications: 


ful Winchester ;, 
promotion to LIFE - COLLIER’S - COUNTRY GENTLEMAN * PROGRESSIVE FARMER + FIELD AND STREAM 


the fullfor OUTDOOR LIFE - SPORTS AFIELD - FARM AND RANCH + AMERICAN BOY 
more sales. OPEN ROAD FOR BOYS 





Every advertisement will be a dramatic, attention-getting reminder to be prepared for any 
emergency with a Winchester Flashlight, and to assure the readiness of that 


a flashlight for service with Winchester Batteries. 


WINCHESTER Be ready to get your full share of the sales that Winchester styling, pricing and 
Style and Price display—now climaxed by this big national advertising campaign—will start 
in motion. Display the new Winchester Style and Price leaders developed to 

give you flashlight leadership this year. Get them in the sales impulse-creat- 

ing Floor Merchandiser. Or in the colorful, attention-compelling new space- 

saving counter displays. And with them get their Winchester Hi-Power Super 

Seal Batteries . . . made to insure maximum satisfaction in flashlight service. 


Every Winchester Flashlight cell is dated—oassurance it is fresh. Every 
one has the famous Winchester Super Seal modern plastic top (patented)— 
giving you maximum shelf life and your customer maximum service. 





WINCHESTER REPEATING ARMS COMPANY 
Division of Western Cartridge mpany 
NEW HAVEN CONN e353. A 
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Dther high-quality U-S-S Ameri- 
n products include steel posts, 
rbed wire, nails, poultry fences 
d netting. 














Those days are gone forever. The old cumbersome methods of 
dispensing rope have gone into the discard—since the coming 
of the Plymouth Sales-Maker. 














loam 
ready to deliver 
PLYMOUTH Rope 


accurately measored 


























| Pobay line: 


The Rope You Can Trust 








A NEW DAY HAS DAWNED 


NOW you can increase your rope sales 
25% to 150% — and your rope profits 
likewise ! 

And you can do all this with less 
service, less time, and less fuss. 

The Plymouth Sales-Maker is an extra 
salesman for you, working hard all the 
time —at no salary. 

Hundreds of hardware dealers all 
over the country have increased their 
rope sales — and profits — by installing 
the “Plymouth Sales-Maker.” 


A SELLING PLAN 
THAT CAN’T MISS! 


With the Sales-Maker goes a group of 
selling helps that will increase Plymouth 
Rope sales for any dealer. Sure fire, 
accurate, and tested out in actual use. 
they bring home the bacon! 

Don’t miss this opportunity — write 
your jobber today for full details. 


PLYMOUTH CORDAGE COMPANY 


North Plymouth, M husetts and Welland, Canada 





Division Offices—New York, Chicago, San Francisco. 
Warehouse Stocks—New York, Boston, Baltimore, 
Philadelphia, Cleveland, Chicago, Houston, 

San Francisco. 


PLYMOUTH 


THE Kope ,ou caw 


ee ee 





HARDWARE AGE 








































This Every Customer 
Winter WILL WANT A 


HAMLI \ SN 0-P LOW 


WAY \ \ 


a 


\! Sure to be . iss 


‘a COLD WEATHER'S 
‘ VOLUME SENSATION 


Removes 


Snow 
THE QUICK WAY 


When Sales are Hard to 
Get—Sno-Plow will bring 
in the customers. Use it 
as a leader for Winter 
sales and still make a 


REAL PROFIT! 

















THE HUMP 
DOES iT! 


Just tilt handle down in =», 
coming to crack or 2% 
bump in side walk and 
the "hump" slides right 
ever. No catching. __ 


To RETAIL 
AT $ 1 29 


Naser cal _ Not publicly offered jast year, but tested generally 
Ra, 8 > in various sections and it sold BIG! That's why wé 

° - know it will be a sensation this Winter. It's New, 
Efficient and So Simple. Provides the easiest way 


ma“ ight. ly built. 
A REAL PROFIT FOR _ to move Snoy ond appeals on sight. Strongly built 
Packed in dozen lots. Weight 55 Ibs. per doz. 
JOBBER and DEALER ASK YOUR JOBBER 
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HAMLIN METAL PRODUCTS CO. 


AKRON, OHIO 





—_ Running—Easy to Push—Makes Wide Gathers in the Snow and Plows It Away. Tilt and It Slides Over Sidewalk Cracks. 
‘ath. 
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iff Seas for Customers Who are Looking for 
“Something 
Dilflerent” 


@ Fast-selling gift merchandise must have quality, 
utility and novelty. And Thermos brand vacuum-insu- 
lated products give plus value in all three. When your 
customers want gifts (whether for outdoors, home or 
office use) show them these Thermos products. 










THE PICNICKER (Above )— Popular leatherette zipper carrying 
case with metal food box. Case without bottles (No. 223). ..$2.98 

Available with any combination Thermos brand quart bottles or 
food jars. (Illustrated: No. 223/34QA/34QA).....0+00+++$1-56 


CHROMIUM VACUUM BOTTLES (Right)—Beautiful gift bottles 
with red Atherlite heat-resisting cups. This Thermos line of bottles 
displays well and sells readily. Quart (No. 17Q) with four nested 
cups, $3.75. Pint (No. 17), $2.50. Half-pint (No. 1714), $2.25. 





“See 5 











CHROMIUM-PLATED ICE BOWL— 
Keeps ice cubes unmelted for the 
lifésof the party. Two-quart vacuum 

lags.intetior No. 196909... .$8.95 
j Available in brass and copper 
An 


OFFICE CARAFE SET—Attractive 
chromium-plated water service with 
ridged neck and dust-proof stopper. 
Complete with tray and two glasses. 
Quart capacity. No. 75........ $9.00 


WOOD ICE PAIL—Light wood exte- 
rior with copper bands and cover. 
Sturdy wood handle. Gallon Thermos 
vacuum glass interior. 

POM Gecensadéeesesescded $15.00 


All prices shown are retail prices, subject to change without notice. Stated capacities are approximate. 


TRADE MARK REG. U.S. PAT. OFFICE 


Awaye look for the Meade Mark 


~ THERMDs 


| .OD on Ue Colom of the Cottle 


HE AMERICAN THERMOS BOTTLE COMPANY, NORWICH, CONN. 
Thermos Bottle Co., Ltd., Toronto 





Thermos Limited, London 


QUART JUG SET—(267 Series)— 
Ivory enamel with chromium trim. 
Tray and two glasses. Vacuum glass 


interior. No. 26709......++++ $12.00 
Also in pastel green, blue, old rose 
and all-chromium. 





PINT WATER-BAR—Styled by Henry 

Dreyfuss. Gray enamel trimmed 

with brushed chromium. Matching 

tray and glass. 

a ere $10.00 
Also in dark green, pastel green, old 

rose, blue, ivory and russet. 
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Ready sellers among quality screw 
drivers are those carrying the 
trade names “Stanloid,” “Victor,” 
“Hercules” and “100 Plus.” Made 
by Stanley Tools, New Britain, 
they represent thirty years of 
steady improvement in materials 
and methods of production. 


A WORD FROM YOU 

to purchasing agents and 
operating men can save time 
both for them and for you. Ex- 
plain to them, “This tool saves 
you money because it’s made 
from steel that’s strengthened 
and toughened with Nickel.” 
For helpful selling facts write 
for a copy of “Nickel Alloy 
Steels for Hand Tools”... no 
cost or obligation. 


THE INTERNATIONAL NICKEL COMPANY, INC. 
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What ruins screw drivers is their 
use on jobs for which they are not 
intended. But Stanley quality screw 
drivers withstand abuse. There are 
two reasons why: 1. Use of Nickel 
alloy steel, and, 2. careful produc- 
tion constantly checked by rigid in- 
spection tests similar to one illus- 
trated here. 








As the driver blade evolves by 
steps,so has manufacture itself 
progressed. First advance was 
cold rolling the carbon steel 
then employed. Next followed 
heat treatment of the whole 
blade, instead of only the tip. 
Finally material itself was 
made tougher and stronger... 
a Nickel-molybdenum alloy 
steel was adopted. 















No buyer of “Stanloid,”’ 
“Victor,” “Hercules,” or “100 
Plus” screw drivers need worry 
about failure of the tool. One 
thing that prevents it is the in- 
herent toughness and strength 
of Nickel alloy steel, supple- 
mented and developed by suit- 
able heat treatment. Another is 
the fact that each tool is sub- 
jected to rigid inspection. 











67 WALL STREET 
NEW YORK, N. Y. 
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A STORE IN OREGON, L.—In this store they recently com- 
Pleted g three day demonstration, They Gctually sold $251 


worth of merchandise Gnd within the following ten days, they 


completed additional] Sales which brought the volume close 
to L 


A STORE IN MODESTO, CAL.— This Store was Surprised at re. 
Sults, They had but a one day demonstration, but during that 
time sold SIX sets with a total of $165. 


A STORE IN RIVERSIDE, CAL—The Store advertised jn the local 
Paper and displayed Copper Clad Stainless Stee! in the 
window, on the main floor, and in the M€zzanine. Sales for q 
two day Period approximated $400, including eight sets. 


A STORE IN EVERETT, WASH. — This store advertised in the 
local N€wspaper; they set UP Q very beautify display; and 
in two days Sales °PProximated $400, This included sixteen 
of our Special Sets. Our demonstrator reported that the store 
management w, 
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install the 
American Chain Sales-Maker 


Your wholesaler will show you how easy it is to get 
an American Chain Sales-Maker. When he delivers 
it, set it up where it can be seen. It looks good and 
requires very little floor space. 


and let it sell 
“right off the reel”... 


Through the Chain Sales-Maker you’ll get many 
sales you’d miss. This efficient silent salesman 
keeps the subject of chain alive—and shows you a 
profitable chain stock turnover. 

The lines of American Welded and Weldless Chains 
are complete. We also make cotter pins, eye bolts, 
cold shuts, lap links, repair links, round eyes, malle- 
able castings, grab hooks, slip hooks, sash chain fix- 
tures, screw hook hangers, shackles, S hooks, sling 
chain hooks, snaps, special attachments, swivels, 
toggles, utility jacks, welded rings, harness hard- 
ware and many other products. 


Sell “AMERICAN” when you sell chain 
AMERICAN CHAIN DIVISION * YORK, PA. 
In Business for Your Safety . fee as 
AMERICAN CHAIN & CABLE COMPANY, Inc. 
| HAZARD WIRE ROPE DIVISION == READING-PRATT & CADY DIVISION éoitaeae’ ott 


QAR) anorew c. CamPaeis DIVISION — OWEN SILENT SPRING COMPANY, INC. WRIGHT MANUFACTURING DIVISION TRISH WIRE PRODUCTS, LTD. 
mW \))) FORD CHAIN BLOCK DIVISION PAGE STEEL AND WIRE DIVISION Wise THE PARSONS CHAIN COMPANY, LTO. 
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Brownell Book :— 


The textbook, “Taking the Mys- 
tery Out of Builders’ Hardware,” 
by Adon H. Brownell, is now be- 
ing mailed to the hundreds of 
hardware men who placed advance 
orders for it during recent months. 
Containing the full series of ar- 
ticles, under the same title, which 
appeared in HARDWARE AGE dur- 
ing 1937, 1938 and 1939, this most 
useful textbook fills a long-felt 
want among both beginners and 
experienced builders’ hardware 
men. At $3.00 per copy both the 
student and the expert may enjoy 
the benefit of the author’s-30 years 
of successful experiences in the 
builders’ hardware field. The pro- 
duction of this book did not pro- 
gress as rapidly as had been an- 
ticipated when the first announce- 
ments of its proposed availability 
were made—due to mechanical 
difficulties and the need for revi- 
sion of the text, replacement of 
certain illustrations and the count- 
less other details that are inci- 
dental to the publishing of a text- 
book designed to really serve an 
important purpose. With the book 
completed and the first bound 
copy on my desk today, I feel 
that the delays and difficulties en- 
countered were genuinely worth 
while and I am sure that our read- 
ers will respond heartily in the 
same spirit. 


“2 Per Cent for 
Hardware” :— 


A Southern hardware executive 
writes the following interesting 
letter regarding the builders’ hard- 
ware situation :— 
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“We have noticed that on a 
great many, if not the majority, 
of residential jobs such a small 
allowance is made for finished 
hardware that it is impossible 
for the home owner to purchase 
the quality of hardware he wants 
on his home. In many cases 
this allowance is even lower 
than 1 per cent of the contract 
figure for the residence. 

“It is apparent that with such 
a small allowance, only the 
cheapest of hardware can be ob- 
tained and, if the home owner 
stays within this allowance, in a 
few years he will either have to 
replace it or put up with cheap 
and rusty hardware. Many 
times the home owner feels that 
the hardware dealer is trying to 
hold him up, whereas the fault 
lies in the fact that the architect 
or contractor did not allow a 
suitable amount for the pur- 
chase of finished hardware. 

“Certainly 2 per cent would 
not be too much of an allowance 
for builders’ hardware. This 





would enable the distributor to 
make a fair margin of profit 
and, at the same time, enable 
the home owner to secure fin- 
ished hardware of which he 
would be proud.” 

Ever since it was organized, the 
National Contract Hardware As- 
sociation has urged “2 per cent 
for hardware” and is actively con- 
tinuing to preach that gospel to 
hardware distributors and _pro- 
ducers. The distributor who wrote 
the paragraphs quoted above be- 
lieves that greater pressure could 
be brought to bear on architects 
and their aid may also be enlisted 
in the campaign to improve the 
quality of hardware going into 
homes. I would like this campaign 
to go a step further to include 
some support from FHA officials 
responsible for specifications inci- 
dent to FHA government-insured 
mortgages. FHA requirements are 
very rigid for plumbing, paint, 
wood used, electrical equipment, 
etc., but for hardware the restric- 
tions are simply “serviceable hard- 
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ware’ —and that can mean any- 
thing or nothing. If a sufficient 
number of manufacturers and dis- 
tributors of builders’ hardware 
write FHA at Washington, D. C., 
and urge more satisfactory hard- 
ware specifications some favorable 
action might be expected. 


Wages and Hours Law: 


Last spring, during a visit to 
an important wholesale hardware 
house, the executive head of the 
business showed me a _ partially 
completed audit of his payroll- 
an audit made necessary due to 
an inadvertent and thoroughly un- 
intended violation of the Wagner 
Wages and Hours Law. A gov- 
ernment inspector discovered the 
error and ordered the audit. This 
hardware executive explains the 
problem as follows: 

“We made the error of re- 
ducing wages (prior to the ef- 
fective date of the law) so that 
our employees would work a 
certain number of hours at reg- 
ular pay—a certain number of 
hours at time-and-a-half — so 
that the total wages and total 
hours were the same (as prior 
to the law) after the law com- 
menced. We were wrong! As 
a result, a total of 343 hours 
were spent checking over our 
time cards—244 hours by our 
auditor (at $1.25 per hour) 
and 99 hours by a clerk (at 40 
cents an hour). We paid to 130 
employees involved back pay 
amounting to $1,065. This fig- 
ures about $8 per employee. As 
we went to a 40-hour week with 
time-and-a-half for five hours, 
it meant that we overpaid for 
four hours (while the law re- 
quired 44 hours) and under- 
paid for one hour. As a result 
the majority of our employees 
received no back pay at all— 
while certain men who had put 
in considerable overtime for 45 
weeks got more than $8. Also, 
the fact that we had made raises 
in pay for several employees 
automatically eliminated back 
pay from the date the raise went 
into effect. The auditing cost 
was $305 for the auditor and 
$39.60 for the clerk. As they 
handled this audit during reg- 
ular business hours their ser- 
vices were not available for 


their normal work which would 
have been productive 
from our standpoint.” 


more 


A Warning :— 
Philosophically, this wholesale 


executive comments— 

“At first we thought we were 
unlucky to have been one of the 
early ones to enjoy the visit of 
an hours-wages inspector—but 
now we think perhaps we were 
fortunate. Had he not gotten 
around to our offices for another 
year the audit would have been 
more costly, would have taken 
longer and our back pay bill 
would have been higher be- 
cause we were completely inno- 
cent of the violation. Most 
houses are probably in the same 
boat and don’t know it. Ulti- 
mately all business houses will 
be checked.” 

This experience should serve as 
a warning to all business mana- 
gers to make sure that they are 
complying with the Wagner Law, 
in fact as well as in spirit. An 
audit of back pay for 45 weeks is 
a major undertaking and is not a 
secret to the employees. And, ob- 
viously, an audit of back pay fol- 
lowed by adjustments in some 
cases and none in others could 
cause ill feeling among the staff. 
It should be remembered that no 
complaint had been made against 
this house. An inspector merely 
dropped in, called for the records 
and the error was discovered. The 
same thing could happen in every 
other business house. It should 
also be added that legal advice was 
unanimous and that the cheapest, 
easiest and least conspicuous pro- 








Still Going Up 


Bureaucracy continues to 


flourish, The number of 
persons on the Federal pay- 
roll moved a notch closer to 
the million mark, the United 
States Civil Service Com- 
mission disclosed today. 

The commission reported 
that the number of Federal 
job holders totaled 945,836 
in March, an increase of 
6,800 over February. 

The Federal payroll for 
March amounted to $143,- 
912,985 compared with $141,- 
918,239 for Februarv. 

—O iver B. Sunrptess 








gram was to follow the request of 
the inspector who called for an 
audit and adjustments. Presum- 
ably refusal to audit and adjust 
would have led to a complaint, 
court action and most distasteful 
publicity. If you are not sure that 
you have fully complied with this 
law, call in the most competent 
auditor available and have your 
records in shape to obtain ap- 
proval of the inspector who may 
happen in—he will likely be in 
some day. A little prevention now 
may save you time, worry and 
money. 


“It Is Alleged” :— 

All newspaper readers are fa- 
miliar with the flood of press re- 
leases from the Federal Trade 
Commission telling of “alleged 
violation” of the Sherman Law, 
Robinson-Patman Law or other 
statutes intended to preserve fair 
play and fair trade in competitive 
commerce. Often these news sto- 
ries are lengthy and, if the com- 
pany involved is at all prominent. 
the allegations (and that is all they 
are) are conspicuously presented 
to the readers. A respondent’s an- 
swer which might merit complete 
dismissal of the charges has not 
been given equal, if any, press 
release attention. If the case goes 
to investigation, etc., the final de- 
cision is seldom given very much 
prominence unless the violation 
has been proved and a cease and 
desist order issued. This pro- 
cedure is, of course, one-sided and 
unfair to the respondent, as has 
often been remarked in these pages 
and in other business publications. 
Last week the Federal Trade Com- 
mission revised its publicity policy 
and will hereafter provide press 
releases on both allegations and 
the answers filed by respondents. 
This is a constructive change in 
policy and will be welcomed by 
business generally, as often the 
“alleged violations” stories have 
definitely caused a company to 
lose business and prestige without 
just cause. Unfortunately some 
competitors are inclined to spread 
such stories throughout the trade 
and suggest that “if there is smoke 
there may be fire.” The Commis- 
sion’s new policy will eliminate 
this abuse and is the only fair 
procedure to follow. 
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ILCO Universal DOOR CLOS- 
ER, No. 650—For light inside 
doors, screen and storm doors. 
Has substantially the same fea- 
tures as the large ILCO Uni- 
versal models. For universal 
application without change of 
parts. 
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STORES 


| Ee | ] S aA i eC ~ Closer-controlled doors 
are a requirement of these 


ILCO Ball Bearing DOOR 
CLOSER—This rugged rack- 
and-pinion ball bearing Su- 
per Closer will deliver, size 
for size, more power with 
less friction than any other 
closer on the market. 


ILCO Universal DOOR CLOS- 
ER, No. 33—This modern, effi- 
cient liquid closer is built to 
stand up under the most severe 


a usage. Accurately adjustable. For 


universal mounting without 
change of parts. 


modern times. Without them 
doors stand open or bang shut! 
That’s why merchants and owners of 
buildings of all kinds present a huge ready-to- 

buy door closer market each fall. 
ILCO makes a line of closers that meets all the various 
requirements of this wide market. And that’s why ILCO 
is the line for you to sell. Every model is engineered to 


give the maximum in service. All are guaranteed against 


* 
defective materials or workmanship. Don’t miss this mar- 


ket—write for the ILCO catalog and full information. 


SELL EM 
WITH THIS SIGN! 


This attractive colored counter 
card tells the closer story at a 
glance! Use it on your counter 
with an ILCO working display 
mount. Write for proposition. 


INDEPENDENT LOCK Co. , iste"... 


BRANCHES IN ALL PRINCIPAL CITIES 
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T Always a leader in merchandising 
_ 1 ALHE Rayl Co., De- experiments, this Detroit firm is 
troit, Mich., is keeping in step ote ; 

with changing merchandising now accenting service to patrons 


methods and catering even more 
to customer convenience in _ its (hepiiaions 
handsome new home at Griswold 
and State Sts., just a few steps 
from Woodward Ave. There the 
accent is on service, streamlined 
to suit the customers’ tastes and 
made possible by greater retail 
selling and display space. 
Strategically situated on a busy 
corner, the new store is a shop- 
per’s paradise. Four large display 
windows look out upon the street 
level and seven are on the mez- 














The tool and paint departments. 
The firm designed the efficient 
saw rack which holds 250 saws. 
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A view of a corner of the 
housewares department lo- 
cated on the second floor. 


AT RAYL'S 


zanine floor. And even if one 
misses seeing these, Rayl’s takes 
another try at bringing in custom- 
ers by means of two additional 
display windows in the building 
lobby. 

In the new store building, the 
first floor is devoted to shelf hard- 
ware, cutlery, tools and paint, an 
arrangement which has been found 
to be a happy combination for 
Rayl’s. Garden equipment, metals, 
bolts, and screws, plumbing and 
electrical supplies, machinery and 
carpenters’ benches are in the 
basement. 

The entire mezzanine floor is 
given over to sporting goods and 
is easily accessible by a broad 
staircase which the store’s custom- 
ers prefer to the elevator. The 
divisions on this floor are golf 
department, tennis, sports clothing, 
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a large shoe department, fishing 
tackle, archery, and a recent addi- 
tion—the sale of bowling balls. 

Housewares dominate the entire 
second floor and here are depart- 
ments of cleaning materials, cabi- 
nets, unpainted furniture, window 
shades and venetian blinds, as well 
as a large section devoted to 
major appliances. 


More Streamlining 


Streamlined service in the con- 
tract builders’ hardware depart- 
ment, also, is now the rule. This 
department needed parking space 
rather than location and more 
working room was required. To 
achieve this double purpose, the 
wholesale division was consoli- 
dated in a five-story building 
which had housed the factory sup- 


Below— Showing 
a small part of 
the firm’s up- 
to - the - minute 
sporting goods 
department. This 
section is de- 
voted to. golf. 


ply division together with the gen- 
eral offices, thus giving the new 
building over entirely to general 
hardware and other lines. 

Thus, The Rayl Co. is fittingly 
observing its 65th business anni- 
versary. It was founded in Octo- 
ber, 1875, when T. B. Rayl and 
Dudley Smith purchased the stock 
of Arthur Glover & Co. at 110 
Woodward Ave. in Detroit, for 
$13,500. During its 65 years, the 
merchandising history of the com- 
pany has been marked by the in- 
troduction to hardware retailing 
of lines, at one time considered 
daring steps for hardware mer- 
chants to take but which are now 
commonplace among hardware 
stocks. 

Because of the lack of estab- 
lished selling prices, profits were 
uncertain and the business devel- 
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oped slowly. There were dull pe- 
riods, too, in the hardware busi- 
ness generally and it was the 
search for lines to take up the 
business slack that led the firm on 
its successful course. 

Rayl’s was probably one of the 
first hardware stores to go into the 
bicycle field. Lawn mowers were 
another of these merchandising 
experiments to get the latest and 
most up-to-date lines im the store. 
Then the store led the archery 
craze, capitalized on the roller 
skating epidemic and diabolo and 
entered the sports field in earnest 
with cricket, and othef 
equipment. 

These startling developments 
took place at a time when the 
world’s pace and 
change kept measured step. But 
that Rayl’s pioneering was putting 
the firm on the right track was 
manifest when the company in its 


baseball 


was slower 


38th year moved to a larger home. 
In that building, at Woodward and 
Grand River Avenues, seven floors 
and a mezzanine were given over 
to selling hardware and kindred 


lines. 


located at 228 Congress St., West. 

T. B. Rayl continued as head of 
the company until his death in 
1908 when his co-founder, Dudley 
W. Smith, took over the presi- 
dency. Then Alexander Paton, who 
started as an errand boy, was 
elected vice-president. From 1913 
to 1926, a phenomenal growth in 
business was experienced under 
the leadership of John Brown, gen- 
eral wfanager and Charles Bach- 
man, secretary-treasurer, and ad- 
ditions were erected to the original 


building. 


Another change in location was 
made in 1926 when the firm moved 
to 1233 Griswold St., where it oc- 
cupied the entire six floors of the 
building. This was Rayl’s home 
throughout the depression years 


A section of the 
garden depart- 
ment in the base- 
ment of the store. 


and until it moved into its com- 
pletely modern new home. 

With the death of Mr. Paton in 
1932, Mr. Ackles became vice- 
president, and the following year, 
upon the death of Mr. Smith, Mr. 
Brown succeeded him as president. 
At the time of the new move in 
March of this year, Mr. Brown 
and Mr. Bachman, were elected 
chairman and vice-chairman of the 
board, respectively; Mr. Ackles, 
president, and Joseph Pritchard, 
assistant general manager, became 
vice-president and manager of the 
retail stores. Other officers of this 
voung, 65-year-old firm are: H. 
Ross Mack, vice-president; Dudles 
R. Campbell, secretary; Edward 
A. Vogt, treasurer, and H. A. 
Freedlander, a director. 





First in the Field on Bicyiie business! 


We've got it this year! The SPRINGFIELD 
ROADSTER BICYCLE. Gracefu., Swift. 
Strong, Best Hill Cimber, Moderate Price. A 
perfect ‘safety. Heuders impossible on the 
Springfield Roadster. Don’t buy a Bicycle till 
you have seeu the Springfield Roadster. 

We have ridden uid sold Bicycles for 9 years, 
and we positively deciare the Springtield oud: 
. ster Is the best Bleycle for every day rid! 
Nag es ever put on the market. Entirely new. Send 

a to us for circular. Only $75.00 for a high 

We aro pleas pa ee oe — grade, first-class Bicycle. 
ers that- we can sc on # first-class 
Lawn Mower at alow price. Wecan new T. B. RAYL & CO,., 
tell a man, the price b. ead csaee 112 & 114 Woodward ave 
wihoat making T. B. Rart, 


About that time, a new division 
of The Rayl Co. was coming into 
its own. It was the factory supply 
department, which had been car- 
ried on successfully in the brass 
department of the old store under 
the direction of Burlin H. Ackles 


who this year became president of 





the company. This new division 
; ' and rra er tos 
we wa ho How ” lt, Devry W. StH. 


was housed in a new, five-story 





wholesale and warehouse building 


One of the firm’s early ads. They are streamlined now. 
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Major appliances 

and table appliances 

are near dinnerware 

and giftwares lines. 

Slantwise tables 

give additional aisle 
space. 


Five-Point Program 


Builds Business 


in Major Appliances 


Advertising, window displays, 

time payments, outside sales- 

man and service get results 

for the Jordan Hardware Co. 
of Willimantic, Conn. 
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, Sine con- 


stant use of display window space, 
time payment arrangements, and 
the use of an outside salesman are 
four factors which have helped 
The Jordan Hardware Co., Willi- 
mantic, Conn., a town of 12,000 
population, do a worth while job 
on gas, oil and electrical appli- 
ances. In addition, the store has 
a lineup of refrigerators just in- 
side the doorway, leading to the 
section of the store devoted to 
housewares and appliances while 
a larger display of appliances is 
located on the second floor of the 
store. No one can-enter or leave 
the store without being fully aware 
that the firm is really equipped 
to provide a variety of major ap- 
pliances to people in the com- 
munity. 

The store has its own full time 
service man to make repairs and 
adjustments on ranges, refrigera- 
tors, washing machines, pumps, 
engines, etc., another factor which 
helps to sell its appliance depart- 
ment to people in Willimantic and 
to homes as far out of town as 20 
miles. There is one salesman who 
sells appliances both in the store 
and as an outside salesman. In 
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addition, an inside salesman and 
a salesgirl are on hand to show the 
merits and operating features of 
the various appliances stocked by 
the store. 

Nelson Daniels says, “Our out- 
side appliance salesman gets leads 
for appliance sales from friends 
in clubs and lodges. Young fel- 
lows having friends about to be 
married will tell him about those 
prospects. And we get a lot of 
leads from noting the interest of 
visitors to the store in different 
units on displays. About twice a 
month we advertise appliances in 
a local paper. Deferred payment 
sales are financed by finance com- 
panies, because you don’t get re- 
possessions with a finance agency 
as people with any money at all 
will pay finance companies. On 
such transactions, remittances are, 
in most instances, made directly to 
the finance organization. Usually 
when customers want to make pay- 
ments at the store we request them 
to make payment to the finance 
organization. While we do make 
demonstrations on washing ma- 
chines in private homes, they are 
made only on definite appoint- 
ments. In such cases the washers 
are left for a short time and when 
the salesman goes to check back 
with the prospect he makes sure 
he gets there when there is wash- 
ing to be done.” 

Three lines of refrigerators are 





handled, two of them being higher- 
priced lines while the third is an- 
other good line, in the lower price 
brackets. All three are nationally 
known and advertised lines. “The 
main selling point, on electrical re- 
frigeration,” says Mr. Daniels, “is 
the fact that a customer can save 
food and that there is less spoil- 
age.” In addition to a good busi- 
ness in domestic refrigeration the 
store also sells commercial refrig- 








erator units, mostly for walk-in 
boxes. 

The first floor display is not set 
up for demonstrations of major 
appliances, but on the second floor 
there is always at least one refrig- 
erator hooked up so that prospects 
can see how quietly it operates. At 
least one of each other type of 
electrical appliance displayed on 
the second floor is hooked up for 
demonstration purposes. 





Rainbow’s End 


Kansas had better reconsider, 
in case they are attracted by higher 
relief rates than are available in 
their home state. Because Kansas 
has increased its resident require- 
ment for relief from one to five 
years. 

Other states also are tightening 
up on handouts to migrants, says 
Nation’s Business. A few years ago 
the watchword was “liberalize” the 
public assistance regulations. But 
the sad example of California has 
not been lost on the rest of the na- 
tion. Sunkist land was invaded by 
a horde of jalopy tourists attracted 
by its Garden of Eden reputation 
and its beneficence to the needy. 

What happened in California is 
one of the most discussed and mis- 
understood epics of the century. 
Literally hundreds of thousands of 


Lg! een thinking of going to 


indigents from Texas, Oklahoma, 
Arkansas, and points South, moved 
into the orange belt, congregated in 
great camps and created a serious 
economic and sanitary problem. Of 
course there was not enough work 
for them. The Californians built 
camps for them and provided assist- 
ance that seriously taxed local ca- 
pacity. Communities offered in 
many vases to pay the nomads’ fare 
back home, but they refused to leave 
the Promised Land. 

And what reward did California 
get for her liberality to these unin- 
vited guests? A skinning by one of 
her own literary leftists in “The 
Grapes of Wrath.” A visit from the 
notorious La Follette Civil Liberties 
Committee out to paint Southern 
California farmers as modern 
Pharaohs holding a chosen people 
in bondage. 





Here’s the way the Jordan Hardware Co. combines its major appliance and 
housewares displays. The utility cabinet helps show a tank type cleaner and 
its accessories. Fluorescent lighting is used to illuminate this window display. 
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DISPLAY IDEAS 


These ideas have been used successfully 


and are worth trying in your own store 





This compact display stand for lawn mowers and 
steel goods is used by Clapp & Treat, Inc., Hartford, 
Conn., and can be used to show 10 lawn mowers, of 
varied sizes. The platform, which can be separated 
into two units and used for other types of merchandise, 
is 831/, in. long and each half is 26 in. wide. Wheels 
of each mower rest against blocks, and the rollers are 
supported, at a slight angle on other blocks. Five 
crosspieces serve to support the mower handles and 
for displaying some steel goods. Other steel goods 
items are supported by the two-by-four to which are 
attached the crosspieces. The rail, dividing the two 
sections, is 36 ins. above the floor. The unit is painted 
in green, thus tying in with the spring season idea 
Although the mowers are firmly held in place, they 

can be easily removed for inspection. 
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Here's an unique space-saving dis- 
play built and used in the Economy 
Hardware Co. store in Harrison, N. J., 
for stocking radio tubes. The unit 
displays more than 800 tubes in a 
stand one ft. deep, 21/2 ft. wide and 
7 ft. high. There are shelves on the 
front and back and the stand is on 
casters so that it can be turned or 
moved when desired. A radio tube 
tester is built into the front of the 
unit, the tester being connected to 
a socket in the wall of the store. 
This unit consolidated a stock that 
previously occupied 9 ft. of space 
on the sidewall 
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Tracy, Robinson & Williams 
Co. of Hartford, Conn... . 


\ i a store han- 


dles a line that interests sportsmen 
and policemen the year ‘round it 
really has something of inestima- 
ble value for building traffic, 
boosting sales and creating good- 
will. Rifles, revolvers, shotguns 
and pistols, as well as the neces- 
sary ammunition, are prominent- 
ly displayed the year ‘round in the 
Hartford, Conn., hardware store 
of Tracy, Robinson & Williams Co. 
There is worth while volume in 
the store in rifles, revolvers, pis- 
tols and shotguns but the store also 
enjoys the tremendous sales vol- 
ume of about 2,000,000 cartridges 
a year. Goodwill is built by donat- 
ing prizes and trophies for vari- 
ous matches in and around Hart- 
ford which are conducted by po- 
lice departments, revolver associa- 
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Sells 2,000,000 | | 


tions, rifle clubs, etc. An even 
better goodwill builder is the in- 
terest of Jack Norris, of the com- 
pany, in shooting. 


Knowledge Essential 


Knowledge of shooting and the 
varied types of equipment handled 
by the store is absolutely necessary 
in order to cater to both police- 
men and sportsmen. Says Mr. 
Norris, “If a beginner wants the 
wrong type of gun we will give 
advice as to the proper gun. How- 
ever, they usually know what they 
want. We carry about 14 differ- 
ent styles of revolvers and pistols 
all of the same make, two lines of 
ammunition and three lines of 
shotguns and rifles. A shooter will 
study ads and know all about a 


This window shows 
a variety of fire- 
arms, accessories 
and targets. Red 
blinker lights in- 
stalled behind the 
police target at- 
tracted attention 
to the display. 


gun before he comes in to buy, or 
he will see something on the range 
that he wants, so that he knows the 
type of gun he wants. The major- 
ity of our gun sales are on a cash 
basis and we deal exclusively in 
new merchandise. When a man 
wants to buy a new revolver, or 
other type of gun, we will endeavor 
to sell his used gun for him by 
getting a purchaser. People hav- 
ing used guns they wish to sell 
usually advertise them in the Na- 
tional Rifle Association magazine 
classified advertising section. When 
Sportsmen’s Shows are held in 
Hartford we exhibit at them.” 
Because he is genuinely inter- 
ested in shooting, Mr. Norris is 
an active member of various gun 
clubs and associations. Whenever 
a club is building a new range he 
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Rifles, pistols, holsters and equipment are shown in this section 
the year ’round. Ammunition is on a table opposite this display. 


v | Cartridges a Year 


Firearms and equipment sales 


have grown to a large extent 
because the firm takes active 
interest in marksmen’s clubs 


makes a practice of visiting the 
place to assist in its construction, 
thus becoming friendly with a 
number of shooters. However, no 
attempt is made to sell merchan- 
dise or services during such visits. 
He is a frequent participant in 
shooting matches. Of his interest 
Mr. Norris says, “You meet a fine 
lot of men. I think that while we 
don’t advertise much, the fact that 
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we attend different shoots and mix 
in with shooters helps, as you have 
to become known to them.” He is 
a member of the Metropolitan Re- 
volver League of Hartford and of 
the Central Connecticut Revolver 
League as well as the Connecticut 
Revolver League and the Connecti- 
cut Revolver Association, which 
was formed by individuals from 
different teams. He is also affili- 





ated with the United States Revol- 
ver Association and the National 
Rifle Association. 

Since many pistol and revolver 
enthusiasts are also shotgun and 
rifle fans, the varied types of am- 
munition and equipment for all 
four types of guns are shown on 
the same side of the store, the year 
‘round. However, because of the 
difference in the types of equip- 
ment used by rifle and shotgun 
owners and users of pistols and 
revolvers the two displays are sep- 
arated by other displays. 
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Manufacturers Offer 
















Irwin Sales Helps—Colorful counter and win- 
dow display cards, and other selling helps 
are offered to dealers by the Irwin Auger Bit 
Co., Wilmington, Ohio. Reasonable quantities 
are supplied free. 








To Show Hoover Special Cleaners 
—Hoover Special cleaners can be 
featured on this metal display fixture 
developed by The Hoover Company, 
North Canton, Ohio. It is finished 
in two shades of gray with yellow 
and polished metal trim. Dealers 
receive the display free with a pur- 
chase of 48 Special cleaners. 


Br ere Vere 


“X-Ray Back” a Proven Salesmaker 
—The X-ray back, a simple card- 
board display piece in use across 
the back of the chassis of a console 
model G-E radio. Its bold labels call 
attention to the principal 12 selling 
points of the 1941 models. It is 
offered by the General Electric Co., 
Bridgeport, Conn. 
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Cartoon Counter Cards—Two full color cartoon displays featuring highlights in the careers 
of Johnny Mize and Joe DiMaggio are offered by the Hillerich & Bradsby Co., Louisville, Ky. 
These counter cards measure 151/, x 20! in. The signature display measures 25 x 21/2 in. 


and is reproduced in three colors. 
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Card for Flex-O-Glass Line—Window 
glass 


display card 
is offered by the Flex- 


O-Glass Mfg. Co., 1104 N. Cicero Ave., 
Size 15 in. by 28 in. 
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Ideas for Aggressive Selling 


7 on many 


platforms and tables should be 
changed around about the first of 
October. Special events occurring 
in the month are listed in this sec- 
tion and dealers planning to tie in 
with any of these promotions 
should contact sponsoring organ- 
izations early for display helps. 

Fire Prevention Week, October 
6 to 12, presents an opportunity 
of showing many regular hard- 
ware store items capitalizing on 
their safety appeal. Practically 
every community of any size will 
conduct a drive to eliminate fire 
hazards and customers’ attention 
will be called to dangerous condi- 
tions in their homes. All of this 
publicity will assist the merchant 
in helping customers correct such 
situations before the advent of 
cold weather. 
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Platform displays of ash cans like 
this will bring this line of goods 
to customers’ attention. 
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Fall Repair Window 


Merchandise: Single and double bit axes, ash cans of several sizes, 
rubber woven door mats, padlocks, wrenches, hatchets, smooth roofing 
and slate, thermometers, hammers, screw drivers, window ventilators, 
weather strip, home radiator covers, air moisteners. 


Backgound: Center panel of buff corrugated board or wallboard. Side 
panels dark brown. Top section of background bright red with brown 


cut-out letters. 


Suggested Interior Displays: For tables—mass displays of weather 
strip. For platforms—ash cans and roll roofing. 


Attractive table displays includ- 
ing home fire extinguishers, safety 
fuel cans and other related items 
should be developed. Ash cans, 
rubbish burners and safe ash sift- 
ers can be shown on platforms 
Stress the protection such safe 
equipment will give to the home. 

Homes must be made comfort- 
able for cold weather, and in order 
to do this tools and materials of 
many kinds are required. Heating 
plants need checking and cement- 
ing. Windows and doors need to 
be caulked around the outside 
frames. Storm doors and windows 
must be repainted and glass put- 
tied where necessary. Weather 
strip will be needed for windows 
and doors and, in all probability, 
old ventilators for windows can be 
replaced with new equipment. 





Service work of all types will 
produce considerable additional 
sales volume for the hardware 





Attract attention to table of en- 
amel ware by a mass display of 
water pails. 
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Fall Housewares Window 


Merchandise: Bathroom scales, oven glassware—casseroles, custard 
cups, pie plates, deep dishes, baking dishes, skillets; cast iron ware—skil- 
lets, dutch ovens, skillets with covers; cast aluminum ware—griddles, 
waffle irons, dutch ovens, skillets, torn bread molds; specials—corn 
poppers, enamel water pail, toilet tissue. 


Background: Center panel of rust corrugated board or wallboard. Side 
panels of bright yellow. Circles in black with yellow cut-out letters. 
Top rust color with yellow cut-out letters. 


Suggested Interior Displays: For tables—mass displays of dutch ovens, 
enamel water pails, toilet tissue and corn poppers on ends of tables. 


dealer catering to this type of busi- will do this work so that today 
ness. People in many communi- reasonable charges can be made 
ties are finding fewer stores that which will show the dealer fair 


profits. Make up a list of the ser- 
vice work you are in position to 
do and it will lead to many other 








awe things 
a Wood cutting tools and equip- 


ment displays should be arranged 
$Ox20 on a table. Also, see that the dis- 
play of axes and one-man and 
cross-cut saws is fully stocked and 
Ni well arranged. Circle saws, buck 
saws and wedges of various types 

: should be shown nearby. 

‘ Cast cooking utensils will soon 
be in demand. Arrange table dis- 
x plays of both cast iron, cast alumi- 
. > num, and the stainless steel items 

now on the market. 


Feature popular selling dutch Oven glassware also increases 
ovens on cast iron table display. in popularity in the fall, due to the 
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Special Events in October 
Better Light-Better Sight Month 


Oct. 6-12—Fire Prevention Week 
Oct. 12—Columbus Day 


Oct. 19-26—National Washer- 
Ironer Week 


Oct. 31—Hallowe’en 


greater use in the home and its 
desirability as gift items. Be sure 
to use sufficient table space to 
make an impressive display of this 
merchandise. Show these goods 
against a mirror background or 
table top in order to secure the 
greatest amount of attention. Step- 
up display units are also advan- 
tageous in showing this line 

Many hardware dealers have 
found bath scales one of the best 
traffic builders if promoted” and 
displayed properly. These ?tems 
are featured in the houseware win- 
dow in this section. Mass displays 
of the popular-selling scales should 
be built on the ends of tables. 
Floor displays are also very ef- 
fective if a step-up display fixture 
is used to show the merchandise. 
Large quantities of scales must be 
shown if the items are to move in 
a satisfactory manner. 





Several displays of popular sell- 
ing weather strip like this will 
produce additional sales. 
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Jobbers Seek Elimination 


(Grnoceny jobber 


competition arising from the free 
delivery of galvanized ware and 
certain wire products is something 
to be reckoned with, according to 
a survey recently conducted by 
HarDWarRE AGE among more than 
400 hardware wholesalers. More 
than 77 per cent reported compe- 
tition from this source. 

According to the reports, the 
competition is mainly a matter of 
transportation costs. Grocery job- 
bers deliver this merchandise f.o.b. 
dealers’ stores at the same price 
that most wholesale hardware com- 
panies quote f.o.b. their own ware- 
houses. This difference in price 
is estimated as being between 5 
and 10 per cent of the cost price. 

As a result of this situation, 
many retail hardware dealers have 
faced serious competition on these 
products from grocery stores and, 
in a great many instances, gro- 
cery wholesalers, in order to build 
up additional volume on _ these 
lines, are soliciting business from 
hardware merchants in the same 
communities where they have gro- 
cery store accounts. 

This competition from grocery 
jobbers seems to be most serious 
in the southern and central west- 
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ern states. More than 30 per cent 
of the hardware wholesalers re- 
porting indicated that they were 
meeting this competition and keep- 


ing retail hardware dealers com- 


petitive with local grocery stores. 
Approximately 30 per cent of this 
group stated they had established 
their own trucking systems for de- 
livering all merchandise. Other 
hardware wholesalers reported 
they were meeting the competition 
by absorbing the additional trans- 
portation costs and using regular 
common carrier systems to deliver 
the merchandise. . 


Transportation League 


The ever-increasing burden of 
expense suffered because of private 
motor truck operations has recent- 
ly brought about the organization 
of the Distributors’ Transporta- 
tion League at Oklahoma City, 
Okla. Wholesale hardware inter- 
ests in Oklahoma have been active 
in developing and spreading the 
influence of the organization. The 
league will endeavor to persuade 
not only hardware wholesalers but 
all jobbers to discontinue private 
trucking. 


An extensive and thorough edu- 
cational program showing the high 
cost of engaging in the transpor- 
tation of merchandise without 
compensation will be carried out 
by the League as soon as full co- 
operation can be secured from 
more wholesalers. The League will 
also endeavor to control such 
trucking abuses as the law permits 
and will assist the Interstate Com- 
merce Commission and State Com- 
missions in the enforcement of 
Part 1 and Part 2 of the Interstate 
Commerce Act. It is expected that 
these activities will eventually 
spread to every state in the Union. 

According to F. P. Willette, 
manager-secretary, of the League, 
“Wholesalers in all fields are ex- 
tremely interested in the work of 
this organization. It is apparent 
that many wholesale concerns are 
engaging in the transportation 
business because competition 
forced it. They are anxious to get 
out of the transportation busi- 
ness.” 

Recent rulings of the Interstate 
Commerce Commission, effective 
August 1, 1940, whereby private 
fleets of trucks of companies doing 
an interstate business will be 
brought under federal safety regu- 


HARDWARE AGE 




















EDITOR’S NOTE: This article was developed at the urging and 
with the cooperation of a group of leading wholesale hard- 


ware executives who are directors of the Distributors’ Trans- 
portation League mentioned. They believe that full publicity 
should be given to this subject and that greater interest, in 
our industry, should be directed toward a solution of the prob- 
lem involved. HARDWARE AGE will welcome opinions and 
suggestions and invites an open forum discussion in its pages. 


lations, may prove burdensome to 
wholesalers who are now maintain- 
ing private trucking systems and 
may encourage their discontinu- 
ance. Under this ruling, announced 
on May 8, all interstate private 
truck operations, with the excep- 
tion of drivers of farm trucks and 
driver-salesmen, are subject to the 
majority of the same safety regu- 
lations with respect to equipment, 
hours and qualifications as those 
which previously applied only to 
common and contract truck car- 
riers. 

Private truck owners and their 
drivers, however, are not required 
“at the present time” to file re- 
ports with the Commission regard- 
ing the hours worked in those pre- 
scribed as the maximum hours on 
duty. The only reason for tem- 
porary exemption from filing these 
reports is that the Commission 
does not have a sufficient staff to 
“supervise properly the safety of 
operation of carriers of property 
and enforce all appropriate regu- 
lations.” The Commissicn will ask 
Congress for an additional appro- 
priation to increase its staff after 
which such reports will be made 
compulsory. 

The regulations, like those per- 
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taining to common and contract 
motor carriers, permit a maximum 
work week of 60 hours. Col. Philip 
Fleming of the Department of La- 
bor’s Wage-Hour Division has an- 
nounced that the Commission’s de- 
cision exempts drivers of private 
trucks from the hours provisions 
of the Fair Labor Standards act, 
which fixes a maximum 42-hour 
week. 

Drivers of farm vehicles are ex- 
empted by the Commission deci- 
sion from regulation as to hours of 


of Trucking Abuses 


service. Farm truck drivers be- 
tween the ages of 18 and 21 are 
permitted to drive farm vehicles 
not exceeding 10,000 lb. gross 
weight, are not required to pass 
physical examination and are per- 
mitted to transport passengers. 
Other drivers must be 21 years of 
age or older. Driver-salesmen 
who devote more than 50 per cent 
of their time to driving, loading, 
unloading, etc., are exempt from 
the 60-hour week rule, but are not 
permitted to drive more than 50 
hours in any week. 


I. C. C. Motor Carrier 
Safety Regulations* 


Q), Aug. 1, 1940, ap- 


proximately 600,000 privately op- 
erated trucks, engaged in inter- 
state Commerce, become subject 
to the Safety Regulations of the 
Interstate Commerce Commission. 
Under the law regulations are not 





*Editor’s Note: From a story in 
June, 1940, issue of Motor World 
Wholesale, by Bart Rawson, man- 
aging editor. 


limited necessarily to those trucks 
which actually cross state lines. 

A manufacturer who carries his 
goods to the railroad station for 
shipment to another state operates 
his truck in interstate business. 
The jobbers’ trucks which carry 
incoming or outgoing shipments 
from other states are under I.C.C. 
jurisdiction. 

Here are the highlights of Part 
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3. Those desiring further infor- 
mation should write the Safety 
Division, Bureau of Motor Ve- 
hicles, Interstate Commerce Com- 
mission, Washington, D. C., or the 
local I.C.C. district offices: 
Lights—Every truck regardless 
of size must have two headlights 
in front; one red tail light; one 
red or amber stop light and two 
red reflectors, so placed as to in- 
dicate as closely as possible the ex- 
treme width of the vehicle. Trucks 
80 in. or more in width must carry 
two amber lights in 
front; two red clearance lights at 


clearance 


rear; one amber side marker light 
on each side near the front; one 
red side marker light on each side 
near the rear; one amber reflector 
on each side near the front and 
one red reflector on each side near 
the rear. 

All truck-tractors regardless of 
front amber 
clearance lights, and all semi or 
full trailers regardless of size if 
over 3000 Ib. gross weight require 
the same lights as trucks 80 in. or 


size require two 


more in width. 

Semi-trailers of less than 3000 
lb. gross weight must have one red 
light at the rear, two red reflectors 


at the rear and a red or amber 
stop light if the stop light of the 
towing vehicle is obscured. 

All marking lights must be vis- 
ible within 500 ft. at night. Stop 
lights must be distinguishable at 
100 ft. in daylight. Backing lights 
may be used provided that they 
are so connected as to be inopera- 
tive except when the vehicle is in 
reverse gear. 


Brake Requirements 


Brakes—Every vehicle must be 
equipped with two separate brak- 
ing systems at least one of which 
shall be a mechanical hand park- 
ing brake. Combinations of ve- 
hicles must be equipped with 
brakes adequate to stop and hold 
such combinations. 

Safety Glass—Whenever glass 
is replaced in the windshield, 
doors, or windows of a bus, truck, 
or tractor the replacement shall be 
made with safety glass, which 
shall conform to the requirements 
contained in the “American Stand- 
ard, Safety Code for Safety Glass 
for Glazing Motor Vehicles Oper- 
ating on Land Highway, Z 26,1— 
1938,” approved March 7, 1938, 


“ 


WINDOW ANNOUNCES SPORTSMEN’S SHOW 





This novel window trim was used to announce the sixth annual Sports- 
man’s Show of Babcock, Hinds and Underwood, Binghamton, N. Y., and 
to invite people to attend this unusual event. The sport shop was open 
two evenings and numerous displays and demonstrations were featured 
throughout the store by famous sports experts. The window display 
was installed by Joseph B. Kozak, display manager. 
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by the American Standards Asso- 
ciation, 29 W. 39th St., New York, 
N. Y. 

Miscellaneous Equipment— 
Every vehicle equipped with a 
windshield must have a windshield 
wiper and some means of defrost- 
ing the windshield. Every vehicle 
must have a rear view mirror and 
horn in working condition. Fuel 
tanks or fittings must not project 
beyond the side of vehicle and 
must be tight. Tires must be ade- 
quate to support the maximum 
gross load. 

Emergency Parts and Accesso- 
ries—On every bus, truck or trac- 
tor there shall be: 

(a) At least one fire extin- 
guisher, of a type inspected and 
labeled by Underwriters’ Labora- 
tories, Inc., 207 E. Ohio Street, 
Chicago, IIl., under Classification 
B, and utilizing an extinguishing 
agent which does not need protec- 
tion from freezing, properly filled 
and securely mounted in a bracket. 
(Minimum size: 1 qt. carbon tetra- 
chloride type, or 2-lb. carbon di- 
oxide type.) 

(b) One red lantern, when pro- 
jecting loads are carried. 

(c) One red cloth flag, not less 
than 12 in. square, when project- 
ing loads are carried. 

(d) At least one spare electric 
bulb for each kind of electric lamp 
used for any of the lighting de- 
vices required by these regula- 
tions. 

(e) At least one spare electric 
fuse of each kind and size used for 
any of the electric lighting circuits 
on the motor vehicle. 

(f) One set of tire chains, for 
all vehicles likely to encounter 
conditions requiring them. 

(z) Three flares or three red 
electric lanterns; each flare (liq- 
uid-burning pot torch) or red elec- 
tric lantern shall be capable when 
lighted of being seen and distin- 
guished at a distance of 500 ft. un- 
der normal atmospheric condi- 
tions at night time; each flare 
(pot torch) shall be capable of 
burning for not less than 12 hr. in 
5 m.p.h. and wind velocity, ca- 
pable of burning in any air veloc- 
ities from zero to 40 m.p.h., sub- 
stantially constructed so as to 
withstand reasonable shocks with- 
out leaking, and shall be carried 
in a metal rack or box; each red 
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electric lantern shall be capable of 
operating continuously for not 
less than 12 hr. and shall be sub- 
stantially constructed so as to 
withstand reasonable shocks with- 
out breakage. 

(h) At least three red-burning 
fusees (if carrier elects to carry 
and use flares as warning sig- 
nals) ; each fusee shall be made in 
accordance with specifications of 
the Bureau of Explosives, 30 Vesey 
Street, New York, N. Y., and so 
marked, and shall be capable of 
burning at least 15 min. 

(i) At least two red cloth flags, 
not less than 12 in. square, with 
standards. 

New Vehicles—The following 
additional stipulations are made 
pertaining to equipment on new 
vehicles: 

All lamps shall be permanently 
mounted and shall be electric. 
Headlamps shall be of the dual or 
multiple beam type. 

Each piece of electrical equip- 
ment on any new motor vehicle, 
except high-tension ignition cir- 
cuit, shall be connected to the 
source of its power with suitably 
insulated stranded wire of electri- 
cal conductivity not less than the 
equivalent of No. 16 B & S gage 
solid copper wire. This shall not 
be so construed as to prohibit the 
use of the frame or other metal 
parts of such motor vehicle as a 
return ground system. The wiring 
and all connections and contacts, 
except the starter circuit, shall in 
any event be such that, with all 
electrical devices on the motor ve- 
hicle, except the starter, in opera- 
tion and the generator operating 
at its maximum output, the volt- 
age drop to any lamp or other de- 
vice shall not be excessive. 

Every new motor vehicle shall 
be equipped with brakes on all 
wheels, excepting any full trailer, 
semi-trailer, or pole trailer of a 
gross weight not exceeding 3000 
lb.; provided, however, that the 
gross weight of any such full 
trailer or four-wheel pole trailer 
without brakes shall not exceed 40 
per cent of thé gross weight of the 
towing vehicle, and that the gross 
weight of any such semi-trailer or 
two-wheel pole trailer without 
brakes shall not exceed 40 per 
cent of the gross weight of the 
towing vehicle when connected to 
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the semi-trailer or two-wheel pole 
trailer. 

Every new full trailer, semi- 
trailer, and pole trailer (except 
those weighing 3000 lb. gross or 
less), shall be equipped with 
brakes of such a character as to 
be automatically applied upon 
break-away from the towing ve- 
hicle, and means shall be provided 
to maintain application of the 
brakes in such case for at least 15 
min. 


Whenever glass is used in the 
windshield and in the window next 
to the driver in a_ bus, truck 
or tractor; or in the doors and 
rear window of the driving com- 
partment of a truck or tractor, it 
shall be safety glass which shall 
conform to the requirements speci- 
fied above. Each new bus, truck, 
and tractor shall be equipped with 
one speedometer or tachometer 
which shall be operative with rea- 
sonable accuracy. 


Observe These Precautions When 
Cashing or Accepting Checks 


1. Do not be afraid to ask questions 
about the check you are asked to 
cash... After all, it is your money 
that is being paid out. 


2. Never cash a check for a stranger 
until positive identification is estab- 
lished. Insist on local references, 
then check them carefully. 


3. Do not rely on lodge cards, social 
security cards, auto licenses or let- 
ters of reference from out of town 
firms as_ positive identification. 
These can be forged or stolen. 


4. Remember that the check passer 
always works fast, so take your time 
and investigate each check pre- 
sented. 


5. Do not cash pay checks or any 
other checks out of business or 
banking hours on Saturdays or holi- 
days without investigation. 


6. Do not issue or cash checks writ- 
ten in pencil as it is very easy to 
alter such checks. 


7. Do not cash checks that show any 
alteration. 


8. Always make sure that the en- 
dorsement on the check corresponds 
with the payee’s name on the face 
of the check. 


9. Always demand that the person 
presenting the check endorse it in 
your presence. Even though the 
check has already been endorsed, 
insist that he endorse it again. 


10. Refuse to cash checks if they 
are on out of town firms or banks, 
unless you are absolutely certain of 
the presenter’s identity and the 
validity of the checks themselves. 


11. Refuse to cash checks signed 
with rubber stamps unless you per- 
sonally know both the maker and 
the payee. 


12. Do not cash checks for juveniles. 


13. Do not. cash _ bank 
checks. 


counter 


14. Just because a check appears to 
be a cashier’s check does not mean 
that it is. Use as much precaution 
before cashing a cashier’s check as 
you would with a personal check. 


15. The same is true of certified 
checks. Certifications are often 
forged and the checks may be 
stolen. Be just as careful in accept- 
ing certified checks as you would be 
in accepting a personal check. 


16. Always remember that as long 
as safety paper can be bought in 
blank and there are printing presses 
and rubber stamps, it will be easy 
for crooks to produce counterfeit 


checks. 


17. Do not endorse a check for a 
person unless he is well known to 
you, and you know he is responsible. 


18. Do not leave blank checks or 
your check book lying on your desk 
as some “casual” visitor may pick 
them up. 


19. Do not leave your signature 
where it is accessible to the forger. 
Your bank signature should be dif- 
ferent from your correspondence 
signature. 


20. A clever stunt worked by the 
bad check artist is to enter a place 
of business and order a quantity of 
merchandise sent to a local address, 
then present a check for more than 
the amount of the purchase, receiv- 
ing the difference in cash. When the 
merchandise is delivered, the ad- 
dress is found to be fictitious. 


(Copyright 1940, F. M. Wilson, Better 
Business Bureau of Rochester, N. Y. 
Reprinted by special permission.) 
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S INCE June, 1939, 


when the Wood-Davis Hardware 
Co., now located at 120 Lincoln 
Ave., Santa Fe, N. M., moved to 
new quarters with new fixtures, 
business in many items and lines 
has shown as great as 100 per cent 
increase over the volume for the 
previous year. Round-end open 
tables, wide aisles, plenty of natu- 
ral light and adequate lighting ‘fix- 
tures are important factors in mak- 
ing this attractive store a sales- 
puller. 

The Wood-Davis store was 
founded in 1858 and since that 
time has witnessed many changes 
as to demands for merchandise. 
Since 1858 the store has changed 


Kitchen sinks, ranges, heating 
equipment and bathroom fix- 
tures are shown to advantage 
in this bright room. The main 
floor houses 
kitchen 


varied 
display. 


a more 
appliance 





New Quarters + Modern 


When the Wood-Davis Hardware 
Co., Santa Fe, N. M., modernized 


sales in some lines showed an 


increase of full 


its location several times. The 
latest move, however, has been the 
most successful one. Equipped 
with round-end open tables and 
open wall display units the store 
is replete with quality lines to in- 
terest both men and women. As 
to the results of the move J. E. 
Tipton, president of the firm, says, 
“Our business has shown an in- 
crease every month since we moved 
even though we are. one block 
away from the main street. We 
attribute this to the spacious build- 


y 100 per cent 


ing which gives us an opportunity 
to display our merchandise much 
better. We have lost some of the 
pick-up items, mostly 10-cent store 
goods, because we were formerly 
located next to the Woolworth 
store on the Plaza. There are any 
number of items in our line which 
have shown at least a 100 per cent 
increase. In all cases these were 
items which we were never able to 
properly display at the old store. 
Some of the items which we are 
now displaying more prominently 
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ixtures 


There’s ample room for 
one to move about in this 
store. No matter if it is 
light or dark outside, the 
store is well illuminated. 


have increased even more. We 
stress quality merchandise and 
pride ourselves on having one of 
the most complete hardware stocks 
in the country.” 


Steady Advertising 


The wares and services of the 
company are constantly being ad- 
vertised in local newspapers, by 
radio broadcasts and through the 
use of circulars. Says Mr. Tipton, 
“We also attribute some of the in- 
crease to the parking facilities of- 
fered here at the new location. We 
increased our clerk hire by one 
man but have made that much sav- 
ing on our fuel and light bills. We 
very seldom have to turn on any 
lights during the day.” 

The new store has a 60-ft. front, 
which narrows to 50 ft. at a point 
20 ft. from the front. The depth 
of the store is 132 ft. and the 
building is located on a plot 214 
ft. deep. There is a small room 
above the office, in the rear of the 
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Increased Sales 


building, and a large appliance 
display room, 35 by 50 ft., in the 
front end of the basement, as well 
as a plumbing display room in 
the back end of the basement. In 
addition there is a plumbing shop 


All Retail|'Sales 





ARE MADE ‘TO WOMEN 








under the loading dock and a sheet 
metal shop 24 by 40 ft. in one cor- 
ner of the rear of the lot. 

There are six male sales clerks 
on the floor and a woman em- 
ployed as cashier. Although the 
company, does not have any full 
time outside salesmen the regular 
store salesmen devote some of their 
time to outside selling. A sales- 
man for a vacuum cleaner manu- 
facturer works out of the store, on 
that line. 


Established in 1858 
The Wood-Davis Hardware Co. 


store was established in 1858, hav- 
ing previously been located at sev- 
eral different locations around the 
famous Santa Fe Plaza at the end 
of the Santa Fe Trail. The street 
on which the new quarters are lo- 
cated is building up fast, nine 
stores having been built there in 
the past three years. The new store 
was planned and equipped by W. 
C. Heller & Co., Montpelier, Ohio. 
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Moons than 1000 


people attended a tool and ma- 
chinery demonstration at the store 
of Charles A. Templeton, Inc., 
Waterbury, Conn., and sales in- 
creased greatly at the J. M. War- 
ren & Co., Troy, N. Y., as a result 
of a similar demonstration. In 
each instance, D. D. Gurnee, lec- 
turer in engineering, Hofstra Col- 
lege, Hempstead, L. I., gave these 
groups of home-craftsmen practi- 
cal information on the operation 
of electric saws and joiners, lathes, 
portable tools and the use of such 
hand tools as_ planes, chisels, 
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a recent d 
Gable & ©° 


emonstration on ; 
‘3, Harrisburg, ** 


Hardware firms bui 


and goo 
demonstrat 


gouges and screw drivers. The 
care and reconditioning of these 
various tools, particularly the 
maintenance of sharp edges, was 
also covered thoroughly in the 
demonstrations. 

Properly conducted tool demon- 
strations build good store traffic, 






ld business 


d will as 4 result of 
ions by an expert 


a thing in which every hardware 
dealer who must combat chain 
store activities is interested. How- 
ever, such a demonstration must 
be interesting to the dealer’s 
clientele in order to be of value. 
To be interesting it must be car- 
ried on by an experienced opera- 
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a salesman at heart without this 
being too manifest on the surface, 
in other words—a showman who 
can hold the interest of the store 
traffic, once that traffic is estab- 


lished. 









Suitable publicity in local pa- onstration at the 
pers must be secured by cS Newspaper announcement bing “y Above + ee 
advertisements giving complete in- . M. Warren oe held pack of one of the 

formation on the work to be pre- demonstration 

sented, the time and the place. 

Letters of invitation are often sent “Our demonstrations were held —_— form located in the center of the 
to a selected list with good results. on Monday, Tuesday, and Wed- store. Convenient to this we ar- 
It is usually good practice to stress nesday evenings,” said R. L. Mun- ranged displays of power tools 
in both advertisements and letters _ ger, of Charles A. Templeton, Inc. and also presented several table 
that no efforts will be made toward “The exhibit started at 7:30 p.m. displays of smaller hand tool 
selling merchandise in connection and ended at 10:00 p.m. Mr. __ items.” 

with the project. Gurnee worked from a raised plat- Window displays should aug- 
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ment the interior displays, and a 
special sign should inform people 
of the demonstration being held. 
One or two special clerks could be 
assigned to the handling of in- 
quiries and of such spot sales as 
are made as a result of the demon- 
stration. Spot sales are good, but 
the larger and more expensive 
pieces of equipment are usually 
sold following the demonstration. 


Four in Two Days 


“Demonstrations were arranged 
in sequences of four on two con- 
secutive days, in our store,” said 
A. S. Darby, president, J. M. War- 
ren & Co., “with an afternoon 
demonstration each day between 
the hours of 2:30 and 5:30 p.m., 
and evening demonstrations be- 
tween 7:30 and 10:00 p.m. 

“The which they 
aroused has brought us increased 
trafic. Mr. 
Gurnee is a splendid demonstrator 
and he shows tools in a way that 
holds the interest of his audience. 
At our demonstration he actually 
had some men at all four of his 
sessions. Doctors, carpenters, law- 
yers, shop employees, with a gen- 
erous sprinkling of office workers 
and executives, tried to secure all 
the information they could at our 
store. 


interest 


sales and customer 


**Demonstrations were con- 
ducted at the front of the store 
along the window background 
with the demonstrator 


from a platform. 


working 
In our opinion, 
this is wrong. The demonstrator 
should be below the spectators if 
this can be arranged in some way. 
By doing this the effectiveness of 
the demonstration 
greatly increased.” 


would _ be 


Employee’s Risk 
of Injury 


N employer does not exactly in- 

sure his employee’s safety but 
he must provide him with a safe 
place to work and safe equipment to 
work with. In a case the 
Court said: “It is a primary and 
non-delegable duty of the employer 
to provide a safe place of employ- 
ment for his employee and to pro- 
vide him with proper tools and 
equipment, if such be necessary, and 
to warn the employee of any hidden 


recent 
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or unusual danger that might attend 
his employment. 

“While the employee assumes all 
the risks which are necessarily in- 
cident to the employment which are 
obvious or known to him, he does not 
assume the risk of injury due to the 
failure of the employer to exercise 
reasonable care in furnishing him a 
safe place to do his work. If in the 
place of work there is an unusual 
danger which is not obvious, it is the 
duty of the employer to warn the em- 
ployees who are to incur the danger 
of its existenee.” 

Ordinarily: injuries to employees 


are taken care of by workmen’s com- 
pensation insurance in those states 
which have workmen’s compensation 
insurance laws. Of course, that is 
not the case where those laws do not 
exist. Even in some states that have 
workmen’s compensation insurance 
laws, an employee may be permitted 
to bring a damage suit against his 
employer instead of taking compen- 
sation insurance. Also, an employee 
who is not covered by workmen’s 
compensation insurance may bring 
such a cuit. In some _ instances 
casual employees are not covered by 
workmen’s compensation insurance. 
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In compliance with requests of many of its members, the National 
Retail Credit Association, 1218 Olive St., St. Louis, Mo., has developed 


a new standard for “Application for 


Credit form. This is reproduced 


here through the courtesy of the association and The Credit World, 


in which it was published. 


This form provides merchants with all needed information and also 
space for obtaining sufficient information about the applicant to facili- 


tate tracing if he should develop into a “skip”. 


The form is 7 by 9% 


in., printed in one color, and blocked in pads of 100. Prices, including 
postage, are 100 for 75 cents; 500 for $2.50, and 1,000 for $4.25. Forms 


are available from the Association. 
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1 Makes Every Shotgun 
Owner a Potential Big 
Game Hunter 


The Remington Nitro Ex- 
press rifled slug offers you a 
great opportunity for in- 
creased sales of big game 
hunting equipment. For this 
rifled slug makes big game 
hunting possible for every 
shooter who owns a shotgun! 

The improved bullet-type 
shape, external rifling and 
hollow base cause the Rem- 
ington Nitro Express rifled 
slug to travel with remark- 
able accuracy. Its wide cross- 
sectional area has terrific 
shocking effect on big game. 
The ballistic energy of this 
amazing slug actually ex- 
ceeds that of many sporting 
rifle bullets. 

Display Nitro Express 
rifled slugs prominently. 
Talk them up to your shot- 
gun owning customers. By 
getting those shotgun shoot- 
ers to try big game hunting 
with Remington rifled slugs, 
you have a chance to sell a 
great many other items of 
hunting equipment. 





Will you look after 
a friend of ours? 


We have a number of friends in your 
neighborhood. They must be friends of 
ours because we know they like the ammu- 
Some of them have been 
buying our Kleanbore .22’s for years. 


nition we make. 


Yet we don’t get to see these friends 
often. A good many of them we’ve never 
seen. With our minds and hands busy here 
in Bridgeport—busy turning out the am- 
munition these friends like so well—we 
don’t get much chance to get around and 
meet them all. 


Will you look after them for us? Will 
you make them feel that we are interested 
in them and what they do—that we wish 
them luck on every shooting trip, every 
rifle match? Will you let them know that 
we are doing our best to make every 
Kleanbore .22 as dependable, as accurate, 
as powerful as it is possible to make it? 


We’re proud that they are friends of 
ours, and that you are in their neighbor- 
hood to represent us. 


A Remington Dealer Letter with a timely message 
for you will appear on this page—in each issue. 

















‘Kleanbore,”’ “‘Hi-Speed.’’ ‘‘Nitro Express 
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Send In Your Question to the 
Remington Question Box 


You are probably confronted. 
from time to time with ques- 
tions or problems about guns 
and ammunition of a some- 
what technical nature. We 
would like to help you by 
answering those questions 
either by letter or on this 
page. 

As you well know, the 
more you know about guns 
and ammunition, the more 
authority your recommenda- 
tion carries with sportsmen. 
Informative service to your 
shooter customers . provides 
that extra “plus” that can 
give you leadership in your 
community in the sale of 
shooting supplies. 

Just drop us a line on any 
question or problem about 
guns, ammunition or hunting 
that may have been put to 
you by your customers, or 
that occurs to you yourself 
out of your own experience. 
We'll answer as_ promptly 
and completely as we can. 





Comparative Power of 
-22 Shorts, Longs 
and Long Rifles 
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Many shooters are uncertain 
of the exact difference in 
power between .22 shorts, 
longs and long rifles. The 
chart above shows the muzzle 
energy in foot pounds of 
Kleanbore Hi-Speed _ solid 
point .22’s. 

The .22 short has a muzzle 
energy of 82 foot pounds 
(the amount of energy re- 
quired to lift 82 pounds one 
foot off the ground). The .22 
long has a muzzle energy of 
122 foot pounds, and the long 
rifle of 168 foot pounds! 

Muzzle’ velocity ranges 
from 1130 foot seconds for 
the solid point short to 1400 
foot seconds for the hollow 
point long rifle. It is signifi- 
cant that even the Kleanbore 
Hi-Speed .22 short has prac- 
tically as high a velocity as 
ordinary long rifles! 

These bullets all have a 
remarkably fiat trajectory, 
ranging from a high of 4.6 
inches at 50 yards for the 
hollow point short, to a re- 
markable 3 inches for the 
solid point long rifle. No won- 
der they’re so popular! 


Twin Aristocrats 
of the .22 Field 


You can tell at a glance that 
here’s quality! The Reming- 
ton Model 121 Fieldmaster 
slide action .22 and the Model 
241 Speedmaster autoloading 
.22 outclass by a wide margin 
other guns of their type. 
They’re lovely to look at, ac- 
curate as a beam of light, 
simple and rugged in con- 
struction. They’re the ideal 
.22’s for small game, target 


| shooting and plinking. 


““Speedmaster’’ are Reg. U. 8. Pat. Off. by Remington Arms Co., Inc., Bridgeport, Conn. 
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Plug Hats 

La Crosse, Wis., business men 
have an organization which they 
call the La Crosse Plugs. Dressed 
in fancy clothes and black shining 








plug hats, these husiness men 
march in every civic parade, etc., 
and even march to trains to meet 
distinguished visitors. Often they 
are led by a high school band. 
This organization dates back more 
than 75 years to the time when 
business men went down to the 
Mississippi river to welcome trav- 
elers off the steamboats. Even 
today the La Crosse Plugs travel 
all over the middle west, on 
invitation, to march in various 
parades. This is good publicity 
for the town and often brings 
nearby local trade to the city. 


Open House Night 


C. J. Ladner Hardware Co., 
Williams Hardware Co., Powell 
Hardware Co., Schwarzenbach 
Hardware and Thielman Hard- 
ware Co.—all of St. Cloud, 
Minn., recently cooperated with 


NEVER KNEW WE 
HAD SO MANY 


FINE LOCAL 
STORES 





TRADE TRAFFIC BUILDERS 


COMMUNITY PROMOTION IDEAS THAT 
E SALES 


other merchants in staging an 
Open House Night which was dif- 
ferent. The principal idea was to 
get people in the city and sur- 
rounding territory to visit every 
participating store in St. Cloud on 
Open House Night. For this rea- 
son attendance tickets were given 
to people who entered each store, 
and these tickets gave them an op- 
portunity to win an attendance 
prize at a public drawing. Some 
people visited as high as 40 stores 
on Open House Night, and mer- 
chants reported many new con- 
tacts. Open House Night also 
featured parading high school 
bands, free dances at local hotels 
and a confetti tornado. There were 
also eight style shows in town and 
fourteen merchants had animated 
window displays.’ $1,000 in at- 
tendance prizes were awarded to 
people at 10.30 p.m. at a local 
kittenball field. All merchants were 
well satisfied with the event. 


Auto Tieup 


Peru, Ind., merchants have been 
giving away one automobile per 
week during the month of Decem- 
ber each year, and the plan at- 
tracts people from great distances, 
merchants say. Tickets are given 
away with each 50-cent purchase 
or payment on old accounts. Cars 
were purchased from local dealers 
at invoice price. Three hundred 
merchants participated in the con- 
test, each contributing $5 per week 
for tickets. 





































Man on the Street 
Program 

Merchants of Atlantic City, 
N. J., through the Chamber of 


Commerce, recently sponsored a 
10-week campaign to talk to the 














man on the street on business, 
governmental and other problems. 
This program proved very popu- 
lar, because it brought to light 
the opinions of many people in 
regard to business improvement 
and opposition to increased gov- 
ernmental costs. 


Winter Sports Carnival 


Hardware dealers in Oconomo- 
woc, Wis., are on various commit- 
tees sponsoring a winter sports 
program that has won national 
acclaim and which brings thou- 
sands of visitors to Oconomowoc 
each year. This year the Olympic 
trials and National Skating Cham- 
pionship will be held at Oconomo- 
woc, and there will also be a 
national ski meet in this city of 
5000 people. Hardware stores fill 
their windows with outdoor togs 
and supplies and do a good busi- 
ness as a result. 
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Dr. DAVID R. CRAIG 


| | en today 


is basically different from the re- 
tail business of 100 years ago. 
Originally, goods were hard to 
get. A customer bought what he 
could find. Before mass produc- 
tion became possible, the retailer 
and the wholesaler behind him 
were investigators, exploring new 
resources and bringing in what- 
ever they could for their custom- 
ers. Today, now that goods are 
plentiful as the result of mass pro- 
duction, more goods are available 
than our consuming public has the 
money to buy. Thus the task of 
the retail merchant today is to 
choose from among the goods of- 
fered those which his customers 
are likely to want, and to bring 
them to the consuming public in 
the most efficient way possible. 
And as the public looks at retail- 
ing, it can usefully remember that 
without mass distribution, mass 
production would not be possible. 

That is why the retail merchant 
is not only the friend of democ- 
racy, but absolutely dependent on 





*From an address before North 
Carolina Merchants’ Association, Eliz- 
abeth City, N. C., July 8, 1940. 
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The Retailer, the Public 
and the War 


The retail merchant is not only the friend 
of Democracy, but is absolutely dependent 
on the spirit of Democracy for his own suc- 
cess. The retail store is the voting booth 
for the economic system. There the con- 
sumer votes what he will have—and what 
he will not have. It is the merchant who 
transmits the result of the balloting to the 
remainder of the economic system — the 
wholesalers, manufacturers and producers 


of raw materials. 


By DR. DAVID R. CRAIG* 


President, 
American Retail Federation 


Washington, D. C. 


the spirit of democracy for his 
own success. Here in America we 
can still choose the men who make 
our policies and pull them out of 
their seats when they forget those 
who put them in office. In our 
economic life we can still choose 
what we will buy to eat and wear; 
and our standard of living is high 
enough so that our choice of food 
is not limited to a decision be- 
tween potatoes and cabbage. The 
retail store is the voting booth for 
the economic system. It is here 
that the consumer votes what he 
will have—and what he will not 
have. It is the merchant who 
transmits the result of the ballot- 
ing to the remainder of the eco- 
nomic system — the wholesalers 
and the manufacturers and the 
producers of raw materials. In 
recent years the merchant has been 
increasingly important in helping 
the average man to determine 
what should be produced and what 
should be left unmade. 

Thus the merchant takes special 


risks. If he is to live and make a 
profit, he must decide in advance 
what his customers will want. He 
must anticipate the balloting of 
consumers if he is to have the 
right stock. Indeed, he must in- 
vent his own kind of Gallup poll 
as a way of guessing what and 
how much to buy—even before 
his customers know whether they 
will want anything at all. The 
consequences of guessing wrong 
have brought the sheriff to the 
doors of many merchants, but it 
is astonishing how often the 
guesses are right. As the public 
looks at the retailer, it should no- 
tice these risks. 

The other characteristic of re- 
tailing is the nature of its custom- 
ers. When you ask the public to 
look at this characteristic of re- 
tailing, you are in effect holding 
up a mirror and the public is look- 
ing at itself. Who are the custom- 
ers who obtained $37,950,000,000 
worth of goods from America’s 
stores last year? They are Amer- 
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ica’s average persons. The million 
and one-half merchants of America 
with their five and one-half mil- 
lion employees, depend for their 
success on the prosperity of the 
average family. In most kinds of 
business the bulk of purchases are 
made by the bulk of the public; 
that is, by the middle and lower 
income groups. Families earning 
$1,250 a year put all their income 
into consumption, and 55 per cent 
of all the families in the United 
States earn less than this amount. 
These are the typical customers of 
America. It is with their strength 
and their prosperity that Ameri- 
can merchants are primarily con- 
cerned. They are the ones who 
make up the nation. They are the 
ones now being called upon by 
necessity itself to get ready for 
war. 


The Transition From 
Peace to War 


Going to war involves changing 
our habits. In peace, the main 
purpose of our economic activity 
is to increase our national wealth 
and income, and to distribute it 
adequately. As we are compelled, 
at least for a while, to turn to- 
ward war as a way of life, we find 
three principal changes which we 
must make. 


Production 


First, we must arrange adequate 
production facilities for the manu- 
facture of war materials. 

Theoretically, we have enough 
productive capacity to produce 
$20,000,000,000 of national in- 
come beyond what we are now 
producing. We have idle men and 
idle capital. But these production 
factors have been lying idle for 
years and are not now organized 
for the speedy production of tanks, 
and guns, and planes. We must 
get ready quickly, and it is likely 
that we shall have to divert to na- 
tional defense some of the capacity 
which we are now using for peace- 
time goods and services. This 
must mean some shrinkage in our 
economic system. What we do not 
produce we cannot have, even 
though with rising employment in 
war industries and with the grad- 
ually increasing income of the 
average man he will be in a better 
position to buy. To some extent 
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at least, we must expect our stand- 
ards of living to be reduced. 


Finance 


Second, we must pay for the 
program of producing war mate- 
rials. When you have finished 
with your war materials, you have 
nothing left except security or de- 
feat, as the case may be. War 
materials produce no income, and 
so the cost of them is a net charge 
on the national income, whether 
the income of today or tomorrow. 
Whether we pay for the war pro- 
gram by borrowing from our fu- 
ture income, or by taxing either 
savings or consumption in our ex- 
isting income, is of the utmost 
consequence to the average man. 
Whichever plan we adopt will 
have repercussions on the eco- 
nomic system. It is important to 
know the nature of those repre- 
cussions and to be aware of what 
we are doing when we adopt the 
policy. 

Third, we must expect to give 
up much of our freedom in the 
process of organizing for war. It 
is of the greatest importance that 
the retailer, as well as the aver- 
age man, should know who is get- 
ting the sovereignty that is so easy 
to give away in times of stress. 
For the danger is that sovereignty 
cannot easily be recaptured and 
that in the confusion of our haste, 
the wrong influences will gain con- 
trol. The retail industry cannot 
oppose necessary centralization, 
but it must watch continuously to 
be sure that the controls do not 
go to those who niay gain some 
quick immediate profit by restrict- 
ing the flow of goods and services 
beyond the need for restriction. 
When the war is over, retailing 
must again resume its place as the 
voting booth for the economic sys- 
tem. 

Let us now examine each of 
these changes from our peace 
economy to war conditions and 
see how far each one of them af- 
fects retailing. Here again we will 
be holding up a looking glass in 
which the average man will see 
his own reflection. 


I. Supplies and Prices 
of Consumer Goods 


First, then, as the war produc- 
tion program gets under way there 


is likely to be some shortage of 
goods. Our national income to- 
day is estimated to be running at 
a rate of $70,000,000,000 a year. 
We are told that we could produce 
with our existing capacity a na- 
tional income of $90,000,000,000 
a year. If prices rise, as they 
may, we should be able to increase 
the national income still more as 
measured in dollars. 

This means that we could add 
$20,000,000,000 a year for de- 
fense without affecting the amount 
of goods available for consump- 
tion, and at this moment the de- 
fense program does not call for so 
large an expenditure as $20,000.- 
000,000. Practically, however, the 
requirements of the defense pro- 
gram will not permit us to con- 
tinue consuming as much as we 
have in peace time. The defense 
program needs highly skilled peo- 
ple and specialized material and 
it needs them right away. We can- 
not organize our idle capacity fast 
enough to make the necessary 
planes and tanks and guns in time. 
At the beginning, raw materials 
like aluminum, steel, and other 
materials will probably be taken 
from the production which has 
usually gone into consumption. 

Thus, in the case of many so- 
called “durable consumer goods” 
like automobiles, houses, ranges, 
refrigerators, and oil heaters, we 
may have a shortage of an unpre- 
dictable extent. Since this short- 
age will come, if it does come, at 
a time when the defense program 
will have put many people to 
work, and since these people will 
have additional incomes to invest 
in durable consumer goods, we 
can expect a definite increase in 
the demand at the same time. The 
present buyers’ market may turn 
into a sellers’ market in those 
fields, and, if it does, retailers and 
consumers will lose the powerful 
market position which they have 
occupied in the sellers’ market of 
the past several decades. 

What will be the result? If 
competition for the market de- 
clines, the values and services of- 
fered may decline accordingly. 
The costs of selling and marketing 
might decrease, but there would 
be little incentive to pass the sav- 
ings on to the average man. 

We can expect a special attempt 
to cope with the shortage in bot- 
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Heres the New Model D-400 


You’ve always wanted an in- 
between capacity, real cab-over- 
engine truck. 

Well, here it is—International’s 
brand-new D-400 — styled to the 
minute, incorporating ideas from 
beth smaller and bigger models 
in the line, to make the best all- 
around traffic-type job on the street. 

Like all c. o. e. Internationals, 
the D-400 keeps er on | insu- 
lated engine under the seat. The en- 
gine is completely accessible and 
readily serviced. Load distribution 
is the ideal 4-%, balanced on front 
and rear axles and all four wheels. 

The driver of this handsome 
truck gets all the breaks that make 
for efficient, safe operation. The cab 


provides wide visibility, perfect 
ventilation, nicely slavedadionale 
and a comfortable adjustable seat. 
Brakes are hydraulic. Behind the 
driver is maximum-load space and 
short-wheelbase maneuverability. 

Yes sir, cab-over-engine design 
solves the“‘tight-hauling” problem 
..- And now you can go completely 
INTERNATIONAL in c. o. e. mod- 
els. This new D-400 fits in the 
broad middle range between the 
very popular D-300 (13,200 Ib. 
g. v. w.) and the beautiful heavy- 
duty D-500 and DR-700 (18,800 
Ib. and 26,900 Ib. g. v. w.). Tell 
the International dealer or branch 
you want to “see and drive the 
new Model D-400!” 


INTERNATIONAL HARVESTER COMPANY 





180 North Michigan Avenue 





Chicago, Illinois 


OF CAB-OVER-ENGINE 
INTERNATIONALS ! 





: SURPRISING UTILITY! 


— The Integnational D-400 
(| adaptable to MANY 

Variations, Gross 

16,200 Ib. And you 
speed-axle DS-400 
ratio for economical 
low ratio for econo 
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H rucks, In addition to 

engine sizes, the line incl 
chassis from Y,-ton lig 
to big 6-wheelers, 


is Perfectly 
|! dy and load 
weight i 
can have the 2. 
with its extra-high 
Speed and its extra- 
mical power, 


a 


ais ta 


ALL-TRUCK 
= cab-over- 
udes standard 
ht-delivery trucks 






j 












INTERNATIONAL TRUCKS 


SEPTEMBER 5. 1940 





q 















tleneck industries which require 
machine tools. There are likely to 
be efforts to reduce the number of 
models and types of various ar- 
ticles, and more important, to in- 
crease the life of the various mod- 
els. Such an attempt has already 
been discussed in the automobile 
industry today where it is planned 
to produce 1940 models for an- 
other year. This arrangement 
would relieve toolmakers for war 
work. 

Thus, in some industries, espe- 
cially consumers’ durable goods, 
it is possible that we shall have no 
increase in the supply to meet an 
increased demand. We shall have 
less competition to supply the 
market, a smaller number of 
models, with fewer and less fre- 
quent improvements, and probably 
also higher prices. 

The supply of farm products 
presents an entirely different pic- 
ture. Our food supply may be in- 
fluenced by two important factors. 
One is the possibility that America 
will be asked next winter to feed a 
starving Europe. The other is the 
possibility that America will take 
over the management of South 
American surpluses in addition to 
our own. It is difficult to guess 
whether these possibilities will 
neutralize each other, but the 
chance is much greater that our 
surplus problems will be increased 
than that we will be faced with a 
food shortage. The problem of 
price is likely to be more serious 
than the problem of supply. 

In spite of excess profits taxes 
and other government safeguards 
against profiteering, the arma- 
ment business is profitable and 
any general industry can expect 
higher profits from armament 
than from consumer goods. The 
pressure for speed is likely to re- 
lax competition; and this is as it 
should be for anti-trust laws are 
of little use in making war. Yet 
there is no reason to lift the anti- 
trust laws in the production and 
distribution of consumer goods, in 
spite of the strong pressures al- 
ready developing in this direction. 
Their suspension just at a time 
when there is a tendency to shift 
from a buyers’ market to a sellers’ 
market in many _ merchandise 
groups would tend to raise prices 
to the average man by more than 
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the increased cost of raw materials 
and labor and overhead. 

It is clear that we can expect 
some rise in prices, although it 
may be interrupted by a slump if 
England is beaten by Hitler in a 
short period. Now, a rise in price 
is not altogether unhealthy pro- 
vided it is a general rise and 
provided further that the income 
of the average man keeps pace 
with it. If some prices rise out of 
line, they are likely to bring 
about major shifts in consumer 
expenditures. We shall return to 
this point later. 


II. The Effect of 
Consumption Taxes 


We turn now to the method of 
financing the program. In paying 
for the war we know that whatever 
method we choose will have im- 
portant effects on our economic 
system. If we choose to tax con- 
sumption, we shall be making 
more difficult the problem of the 
average man, especially in the bot- 
tle-necks in which a shortage of 
consumer goods may arise. An 
excise tax, or a federal sales tax, 
falls on the part of the national 
income that goes into consumption 
and passes over the part usually 
saved. These taxes, since they re- 
strict consumption (ether at the 
point taxed or elsewhere or both) 
have the effect of weakening the 
economic structure just at a time 
when it needs to be as strong as 
possible. Excise taxes, for ex- 
ample, do not merely limit to the 
demand for products which are 
taxed. If the product has a rather 
inflexible demand like cigarettes, 
and if the tax on cigarettes is 
raised, consumption must be re- 
duced somewhere else. Merchan- 
dise sold in fixed price lines may 
appear with the same price and 
with lower quality. In the low- 
price liquor field, for example, it 
is to be expected that the one 
dollar price line would be main- 
tained and the tax would be paid 
for by lowering the quality. 

Excise taxes or sales taxes are 
definitely to be recommended at 
a time when our national economy 
is working at such full capacity 
that we need to restrict consump- 
tion. Up to now we have not 
needed to restrict consumption. 
But in our new revenue act we 


have increased excise taxes by 
$500,000,000 per year, and there 
is no evidence that our lawmakers 
were aware that they were re- 
stricting consumption by that 
amount. If the production of 
automobiles for consumption is 
holding up the production of air- 
plane motors, then it will be nec- 
essary to restrict automobile con- 
sumption by heavy excise taxes. 
At least, whenever we tax con- 
sumption we ought to be aware of 
the effect. 

What will happen to the pur- 
chasing power of the average 
man? This depends, of course, 
on his income and on the prices 
he must pay. We can expect to 
find more money in the pockets of 
those who go to work as a result 
of the defense program, and the 
great demand for skilled labor in 
some key industries will increase 
their compensation. Many part 
time people will be working full 
time. All this will stimulate the 
economic system with more work, 
more people earning money, more 
dollars to spend. On the other 
hand, we shall see efforts to 
lengthen working hours in order 
to eliminate the need for employ- 
ing additional workers, and the 
broadening of the income tax base 
will require many middle and 
lower income group families to 
pay taxes, taxes which are likely 
to come out of consumption rather 
than savings because savings in 
these groups are relatively fixed 
expenses such as life insurance 
premiums and payments on mort- 
gages. 

If the income of the average 
man does not keep pace with the 
price level in spite of increased 
employment, we will have the 
same situation which we had in 
the last war. In 1916 to 1918 
prices rose considerably faster 
than average income and it was 
not until after the war that in- 
come caught up with the price 
rise. If this happens, it will ap- 
pear in retail stores in two ways. 
First, the amount of merchandise 
moved will be reduced; and, sec- 
ond, the average man will search 
out lower price lines and give up 
looking for services. The decline 
in the real income of consumers 
may bring the same kind of shifts 
in distribution which we saw dur- 
ing the depression. 
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_ Attempts to hide price increases 
by reducing the quality of mer- 
chandise without sufficient infor- 
mation to customers, will stimulate 
dissatisfaction and will give rise to 
demand for government standards 
of quality and compulsory and 
informative labeling. 

Department stores and specialty 
shops offering a wide variety of 
free services may feel the effects 
if the income of the average man 
does not keep pace with prices. I 
know two department stores which 
already are paying close attention 
to their basement stores. 


Psychological Effects 


At the same time the psycho- 
logical effects of war talk on the 
average man will cause him to 
question seriously the expenditure 
of his income. Our high standards 
of living in America depend as 
much on willingness to spend as 
on ability to spend, and perhaps 
a third of our manufacturing goes 
to produce goods not absolutely 
essential to keeping alive. 

Remember that when one aver- 
age man decides not to spend, he 
is affecting the income of some 
other average man who must 
presently decide not to manufac- 
ture. Factors which discourage 
consumer purchasing on a large 
scale may have disastrous effects 
on our economic system as a 
whole. In 1916 we were operating 
practically at full capacity, and 
in order to get the goods and 
services for the conduct of that 
war, it was necessary to restrict 
consumption. The present situa- 
tion, however, is basically differ- 
nt. That is why the retail indus- 
try must watch the many influences 
which operate to discourage con- 
sumption today. If the average 
family thinks about the possibility 
of the bread winner being absent 
under the colors, the family may 
decide against long term instal- 
ment contracts. If the lightning 
changes in the map of Europe for 
the last 10 months have height- 
ened a feeling of insecurity, many 
people may put their money into 
savings, or into land and homes so 
that they will at least be able to 
grow and have enough food to 
keep alive. 

Rapid price increases in a few 
commodities or in all will slow 
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down interest in spending. The 
average man, out of his experi- 
ence, has gained a fifth sense of 
what he is willing to pay for va- 
rious kinds of merchandise. For 
example, if the automobile that 
he thinks of as worth $800 rises 
to $900, he may defer the pur- 
chase of that car and invest some 
of his money in a new living room 
suite. But if furniture has gone 





up to the same extent, he may 
take his family on a trip or start 
a new savings account. Irregular 
price increases will tend to shift 
consumer expenditures. Any sharp 
advance in the general realm of 
prices may precipitate a buyers’ 
strike and charges of profiteering. 
Now, competition in retailing is 
so great that profiteering for more 
(Continued on page 118) 


Hardware Dealers’ Loss on Open Credit Sales Second 
Highest Among Seven Kinds of Retail Business 


ASH sales represented 37.2 per 
cent of the total retail hard- 
ware store volume in 1938 according 
to the latest Retail Credit Survey of 
the U. S. Department of Commerce. 
Only department stores enjoyed a 
higher percentage of cash business. 
Open credit sales of hardware 
dealers were 58.7 per cent of the 
total volume. Lumber and building 
material dealers, and heating and 
plumbing concerns, had a_ higher 
percentage of their total volume in 
open credit sales. 
Installment credit sales of hard- 
ware dealers was 4.1 per cent of 
total volume and ranked fifth in im- 


portance among the seven kinds of 
retail business. Furniture store 
with 73.3 per cent of total business 
in installment sales rated first. 

Percentage of loss from bad debts 
on open credit was 0.70 per cent in 
hardware stores, and on installment 
sales it was 1.36 per cent of sales. 
Hardware dealers had the second 
highest percentage of loss on open 
credit sales and only the fifth high- 
est on installment sales. 

Household appliance stores had 
the highest percentage of loss on 
open credit sales, while jewelry 
stores had the highest percentage of 
loss on installment sales. 


PERCENTAGE OF CASH AND CREDIT 
SALES BY KIND OF BUSINESS 


From U.S. Renmemen of ¢ Commares 1 Retail Credit Survey 1938 





Kind of Business CASH 

| 38 37 

Hardware............ | 37.2 35. 
Lumber and Bldg. Mat.| 9.6 9. 
Household ene 10.6 8. 
Department...........| 46.7 47. 
Furniture..... 8.1 8. 
Heating and Plumbing. 13.6 12. 
I oo ino cena np ueas 25.7 24. 
* 





| INSTALLMENT 
| OPEN CREDIT | CREDIT 
ss | 37 | «(88 37 
68.7,| 69.5 | 4.1 | 5.2 
89.6° 90.1 | 0.8 | 0.8 
20.9 | 21.1 | 68.5 | 70.7 
44.4 | 43.2 | 8.9 | 9.7 
18.6 | 19.6 | 73.3 | 72.4 
83.2 | 84.9 | 3.2 | 3.0 
33.7 | 34.6 | 40.6 | 40.9 
* * s 














Percentage of Loss from Bad Debts on Open Credit and Installment Sales by 


Kindfof Business. 








| INSTALLMENT 
| OPEN CREDIT | CREDIT 
Kind of Business i a ee ee eee aa »- 
37 38 37 
| 

APOC LEE COLO 0.70 |. O91 1.36 | 0.92 
Lumber and Building Material... 0.70 | 0.84 2.64 | 1.16 
Household Appliance........... 1.40 | 0.91 | 3.56 | 2.08 
RE Ree oe re 0.27 0.24 | 1.13 | 0.81 
Re ene 0.12 | 0.22 | 1.46 1.38 
Heating and Plumbing.......... 0.46 | 0.63 | 0.00 0.04 
[ RE KS aeereen 0.43 | 0.46 4.17 3.61 





Data from U. S. Department of Commerce Retail Credit Survey 1938 
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Brigadier General D. Wray De Prez. better known to the 
hardware trade as president of The J G. De Prez Co., Shelby- 
ville, Ind.., and as a past president of the Indiona Retail 
Hardware Association. has been active in the Indiana Noa- 
tional Guard for many years. He served in the ranks as an 
enlisted man and on Nov 22, 
tain, and within a few weeks 
major. When i 
under the National Defense 
and was assigned to the command of the 1SIs 
Indiana National Guard. He was promote e! f 
brigadier general, National Guard United States. on May 
2, 1932 and was assigned to the command © 
Brigade, 1n which capacity he is serving today. In addition 
to his retail hardware business affiliation, he is secretary- 
treasurer of the Sta-Tite Snath Co.., Shelbyville. manufac- 
turers of snaths, and is also 4 director of the Indiana Manu- 
facturers Association. > ¢ J 
tional Guard has been his hobby all of his life and that he 
feels it is a “constructive hobby because 1 could train for 
national defense and enjoy the ‘\ as my avocation.” 


Robert W Alexander, Alexander Har 
devoting his spare time to developing 
r that city. He is one of several cat 


Pp 
i t in his home town in order to secu 


with the county extension agen 
of crops to plant and what class of cattle to obtain 


during one of his many trips to his farm. 





dware Co.., Fulton, Mo.. has, for the past t 
and improving 4 herd of purebre 
tle fanciers who have 
_ Mo., which at one time was 4 leading m 


d Shorthorn cattle on 
made that activity ¢ 
ule center. In recent 
> fast supplanting the 
large herd of cattle 
d methods. He sup- 
, by constant contact 









hree years, been 
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Wide Range of Models and Types 





— 7/3 to 6 HP 


Look to Briggs ¢ Sirallon FOR THE UTMOST 


IN PERFORMANCE AND DEPENDABILITY 


Look with confidence to Briggs & Stratton air- 
cooled gasoline motors—the best known name 


in its field — for the latest 
and most advanced develop- 
ments—for every application 
requiring 24 to 6 HP. 

The Briggs & Stratton organi- 
zation — with its outstanding 
concentration of technical 
knowledge and experience, 
its modern plants, equipment, 
and skilled workers — builds 
gasoline motors which are 
more than equal to today’s 










STANDARD 
EQUIPMENT ON 


@Lawn Mowers ® Tractors, Cultiva- 
tors © Washing Machines, Milk Cool- 
ers © Sproyers, Dusters, Sorters, 
Conveyors © Grinders, Mixers, Pul- 
verizers, Graders © Pumps, Water 
Systems, Compressors @ Milking Ma- 
chines, Seporators, Chargers © Con- 
tractor and Railroad Equipment © 
Family Boots, Tenders, Scooters, and 
hundreds of other opplicctions. 














most exacting power and performance demands. 
You can expect and get more horsepower per 


dollar — greater operating 
range—more flexible power 
— more motor value from 
Briggs & Stratton. Machines 
and equipment that require 
gasoline motor power in the 
24, to 6 HP range, will do a 
better job—at lower cost— 
when they are powered by 
Briggs & Stratton. 


BRIGGS & STRATTON CORP. 
Milwaukee, Wis., U.S. A. 


IT‘S POWERED RIGHT WHEN IT'S POWERED BY BRIGGS & STRATTON 
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Retails for Only 


F050 


With Complete Set 
of Cleaning Tools 
in Convenient 
Carrying Kit 








Here’s what dealers all over the country have been waiting for . . . an easier-to-use 
cylinder type cleaner that does a remarkable “on the floor” and “above the floor” 
cleaning job. It’s the new Hamilton Beach No. 26 with the exclusive Magic-Finger 
floor nozzle... plus a wealth of other features that make it amazingly simple to operate. 
The Magic-Finger—a nozzle within a nozzle that removes hard-to-get dirt and litter— 
is in itself a powerful sales builder. 

This new cleaner has all the conveniences for scores of housecleaning tasks. . . 
cleaning, dusting, demothing, spraying floor polish . . . but don’t look at it as just 
another cylinder type cleaner. Consistent with Hamilton Beach’s policy to offer 
nothing but the finest in household appliances, the new No. 26 is a crowning achieve- 
ment in beauty, efficiency and operating ease. Check just a few of its many easy-to-use 
features that make it easier to sell. See why it’s the biggest news in cleaners today... 
your best bet for a greater cleaner business. Ask your jobber for further particulars. 
If you don’t know the jobber nearest you, write us for his name. 


HAMILTON BEACH COMPANY Division of Scovill Manufacturing Company RACINE, WISCONSIN 





HARDWARE AGE 


EASIER TO SELL BECAUSE 











FLOOR NOZZLE 


Only this cleaner has this new efficient rug nozzle 
with “Magic-Fingers”—a special nozzle within a 
nozzle for removing hard-to-get dirt and litter. 
Slight pressure on the extension tube lowers inner 
nozzle, concentrating all suction on small area of 
rug. With short forward strokes, the nozzle’s small 
fingers comb rug fibers, loosen and pick up matted 


dirt, hair, lint, threads, etc. Releasing pressure on 
the tube returns inner nozzle to normal position. 
» For general cleaning, main or outer nozzle is 
used. Hinged and balanced, it always lies flat on the 
floor in proper cleaning position . . . permits tube 
to be lowered clear to the fioor for use under low 
furniture with only 134” clearance. The grooved 
under-surface equalizes suction . . . draws air 
through nap of rug for better cleaning .. . allows 
nozzle to glide over rug with minimum of effort. 














SUCTION REGULATOR 
Thumb-operated slots on uphol- 
stery nozzle, and extension tubes 
allow control of suction when 
cleaning light fabrics on which 
extreme suction is undesirable. 


SEPTEMBER 5, 1940 





4-WHEEL CARRIAGE 


Rides on 4 rubber wheels—swivel 
wheels in front. Turns easily with- 
out roughing up nap—a big ad- 
vantage over ‘“‘skids.”” Swivel 
wheels lock for cleaning stairs. 


SWIVEL WALL AND FLOOR BRUSH 
Special swivel joint on brush per- 
mits extension tube to be lowered 
to 3” from floor . . . makes easier 
cleaning under beds, etc. Also 
valuable when cleaning walls. 





IN CYLINDER TYPE CLEANERS... 





IT’S MUCH EASIER TO USE 
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out violating Federal regulations. 
for late orders or regulations. 


C@Onousk own 








1940 Federal Migratory Bird 
Hunting Regulations 


NOTE.—The seasons here shown. include both opening and closing dates and are the periods when migratory game birds may be taken with- 
These seasons may be shortened, however, by State law or r n 


Prepared by the American Wildlife Institute and 
National Wildlife Federation, Washington, D. C. 


This poster shows seasons only 


STATE 


Alabama 
Alaska 
Arizona 
Arkansas 
California 
Colerado 
Connecticut 
Delaware 
Florida 
Georgia 
Idaho 
Illinois 
Indiana 
Iowa 
Kansas 
Kentucky 
Louisiana 
Maine 
Maryland 
Massachusetts 
Michigan 
Minnesota 
Mississippi 
Missouri 
Montana 
Nebraska 
Nevada 
New Hampshire 
New Jersey 
New Mexico 
New York 
Long Island 
North Carolina 
North Dakota 
Ohio 
Oklahoma 
Oregon 
Pennsylvania 
Rhode Island 
South Carolina 
South Dakota 
Tennessee 
Texas 
Utah 


| Vermont 


Virginia 
Washington 
West Virginia 
Wisconsin 
Wyoming 





icate with State game departments 





for species protected by Federal law; for other species consult State laws. 


Duck, goose, brant, 
coot, Wilson’s snipe | 
(jacksnipe) 


Nov. 


Nov. 
Nov. 


Oct. 
Oct. 
Oct. 
Oct. 


Nov. 
Nov. 
| Oct 

| Oct. 


Oct. 
Oct. 
Oct. 
Oct. 


Nov. 


Oct. 


Nov. 


Oct. 
Oct. 
Oct. 


Nov. 


Oct. 
Oct. 
Oct. 
Oct. 
Oct. 
Oct. 
Oct. 
Oct. 
Oct. 


Nov. 


Oct. 
Oct. 
Oct. 
Oct. 
Oct. 
Oct. 


Nov. 


Oct. 


Nov. 
Nov. 


Oct. 
Oct. 


Nov. 


Oct. 
Oct. 
Oct. 
Oct. 


2 


2 
2 
16 
16 
16 
16 
2 
2 
16 
16 
16 
16 
16 
16 
2 
1 
2 


2 
2 
16 
16 
2 
16 
16 


Dec. 31 
(a) 
Dec. 31 
Dec. 31 
Dec. 14 
Dec. 14 
Dec. 14 
Dec. 14 
Dec. 31 
Dec. 31 
Dec. 14 
Dec. 14 
Dec. 14 
Dec. 14 
Dec. 14 
Dec. 14 
Dec. 31. 
Nov. 29 (a) 
Dec. 31 
Dec. 14 (a) 
Nov. 29 
Nov. 29 
Dec. 31 
Dec. 14 
Nov. 29 
Dec. 14 
Dec. 14 
Nov. 29 (a) 
Dec. 14 
Dec. 14 
Dec. 14 (a) 
Dec. 14 (a) 
Dec. 31.. 
Nov. 29 
Dec. 14 
Dec. 14 
Dec. 14 


“a’’—See Supplementary Irtormation on page 71. 


Rail, gallinule 


| Nov. 20—Jan. 31 


Sept. 1—Nov. 30 
Sept. 1—Nov. 30 
Sept. 1—-Nov. 30 
Sept. 1—Nov. 30 
Sept. 1—Nov. 30 
Sept. 1—-Nov. 30 
Sept. 1—Nov. 30 
Sept. 1—Nov. 30 
Sept. 1—Nov. 30 
Sept. 1— Nov. 30 
Sept. 1—Nov. 30 
Sept. 1—Nov. 30 
Sept. 1— Nov. 30 
Sept. 1—-Nov. 30 
Nov. 1—Jan. 31 
Sept. 1—Nov. 30 
Sept. 1—Nov. 30 
Oct. 16—Dec. 14 
Sept. 1—Nov. 30 
| Sept. 16-——Nov. 30 
Sept. 1—-Nov. 30 
Sept. 1— Nov. 30 
Sept. 1—Nov. 30 
Sept. 1—Nov. 30 
Sept. 1—-Nov. 30 
Sept. 1—Nov. 30 
Sept. 1—Nov. 30 
| Sept. 1—Nov. 30 


Sept. 1—-Nov. 30 
Sept. 1—Nov. 30 

| Sept. 1—Nov. 30 
Sept. 1—-Nov. 30.. 

Sept. 1—Nov. 30.. 

| Sept. 1—Nov. 30 
Sept. 1—Nov. 30 
Sept. 1—Nov. 30 
Sept. 1—Nov. 30 
Sept. 1—Nov. 30 
Sept. 1—Nov. 30 
Sept. 1—Nov. 30 

| Sept. 1—Nov. 30 
Sept. 1— Nov. 30 
Oct. 16—Dec. 14 
Sept. 1—-Nov. 30 
Oct. 1—Nov. 29 
Sept. 1—-Nov. 30 


Oct. 16—Dec. 14 
Oct. 16—Dec. 14 


Woodcock 


No open season 
No open season 
No open season 
Dec. 1—Dec. 15 
No open season 
No open season 
Oct. 25—-Nov. 8 
Nov. 15—-Nov. 29 
No open season 
No open season 
No open season 
No open season 
Oct. 15—Oct. 29 


| Oct. 15—Oct. 29 
No open season 


Dec. 1— Dec. 15 

Dec. 15—Dec. 29 

Oct. 10—Oct. 24 

Nov. 15—-Nov. 29 

Oct. 20——Nov. 3 
(a) 


| Sept. 16—Sept. 30 
| Dec. 15—Dec. 29 
Nov. 10—Nov. 24 


No open season 
No open season 


| No open season 


Oct. 1—Oct. 15 
Nov. 1—Nov. 15 
No open season 
(a) 

| Nov. 1—Nov. 15 
No open season 
Oct. 1—-Oct. 15 
Oct. 10-—Oct. 24 
Dec. 1—Dec. 15 


No open season 
Oct. 16—Oct. 30 
Nov. 1—Nov. 15 
No open season 
No open season 


| No open season 
| No open season 
| No open season 
| Oct. 17—Oct. 31 


Nov. 20—Dec. 4 
No open season 
Oct. 17—Oct. 31. 
Oct. 1—Oct. 15 
No open season 


| Dec. 1 


Sept. 1 


Bang-tailed pigeon 


Sept. 16—-Sept. 30 


~—Dec. 15 
| Sept. 16-—Sept. 30 
Sept. 15 


Sept. 16—Sept. 30 








Dove 


(a) 
No open season 
Sept. 1—Nov. 15 


Sept. 15—Nov. 30. ..| 


Sept. 1—Nov. 15 

No open season 

No open season 

Sept. 15—Nov. 30 
(a) 


(a) 
Sept. 1—-Nov. 15 
Sept. 1—Sept. 30.. 


No open season 
No open season 
Sept. 1—-Nov. 15 
Sept. 1—Oct. 31. 
Dec. 1—Jan. 31. 
No open season 
(a) 
No open season 
No open season 
Sept. 16—Sept. 30 
(a) 

Sept. 1—Nov. 15 
No open season 
No open season 
Sept. 1—Nov. 15 
No open season 
No open season 
Sept. 1—Nov. 15 
No open season 
No open season 
Sept. 15—Nov. 30 
No open season 
No open season 
Sept. 1—Nov. 15 
No open season 
No open season 


| No open season 


(a) 
No open season 
Sept. 15—Nov. 30 
(a) 


| No open season 
| No open season 


(a) 
No open season 
No open season 
No open season 
No open season 
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HARDWARE DEALERS! 
CUTLERS: This is your blade 


CREATED FOR, JARD.We 


named for, sold 


only to the 


hardware 











YOU'RE NOT 


incompetition 
with every 
store in town! 


BRINGS MEN IN! 


Brings ’em back! 

You will hold 

‘the customers 
you make! 


MADE BY 


a manufacturer 
elite) i hicla 4-1 


lasting edges. COSTS You $4 00 
BRINGS YOU *#2° 


Featured by leading hardware jobbers 
from coast-to-coast. We will be glad to 
supply a list of wholesalers on request. 


ATLANTIC BLADE CORP., 80 JOHNSON ST., BROOKLYN, N. Y. 


1940 69 





SEPTEMBER 5, 

















Fell AT AUCTION 


ooo THE FASTEST WAY TO MOVE 


















SURPLUS STOCKS 


Manufacturers! Jobbers! Retailers! 


/ There is no faster way to sell surplus 
| stocks and equipment, to get cold hard 
cash quickly, than to sell at auction. 


And New York's the place to do it, be- 
ause New York has more hardware stores 
any other city in the United States 
more than the combined fotal in Phil- 
felphia, St. Louis, Detroit, and Boston. 


ey ew York Herald Tribune publishes 





uy. specs a A sellers alike the Herald 
ared a directory of the 
me 4, t fittec to help move stocks 
quickly —a “Directory of Auc- 
tioneerg,” moods in which they 





















: — — -_ . . : sis sa Kc - ) : —— 
e ¢ 1 cd 
Write Dept.E 


Herald 


230 West 4ist Street, New, York vity . 
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Alabama—Mourning dove, north of United States Highway 
No. 80, Oct. 1-Oct. 31 and Dec. 20 to Jan. 31; south of said 
highway, Nov. 20-Jan. 31. 

Alaska—Duck, goose, brant, coot, Wilson’s snipe (jacksnipe), 
in Fur Districts 1 and 3, Oct. 1-Nov. 29; in remainder of 
Alaska, Sept. 1-Oct. 30. 

Arizona—VW hite-winged dove, Aug. 16-Sept. 15. 

Florida—Mourning dove, in Dade, Broward, and Monroe Coun- 
ties, Oct. 1-Nov. 15; in rest of State, Nov. 20-Jan. 31. 

Georgia—Mourning dove, in Troup, Meriwether, Pike, Lamar, 
Monroe, Jones, Baldwin, Washington, Jefferson, and Burke 
Counties, and all counties north thereof, Oct. 1-Oct. 31 and 
Dec. 20-Jan. 31; in remainder of State, Nov. 20-Jan. 31. 

Maine—Scoter (sea coot), in open coastal waters only, beyond 
harbor lines, Sept. 15-Sept. 30; thereafter from land or water, 
Oct. 1-Nov. 29. 

Maryland—Mourning dove, Sept. 1-Sept. 30, and Nov. 15- 
Dec. 31. 

Massachusetts—Scoter (sea 
only, beyond harbor lines, Sept. 15-Oct. 15; thereafter from 
land or water, Oct. 16-Dec. 14. 

Michigan—V oodcock, in Upper Peninsula, Oct. 1-Oct. 15; in 
remainder of State, Oct. 15-Oct. 29. 


coot), in open coastal waters 


Mississippi—Mourning dove, Oct. 1-Oct. 15 and Dec. 1- Jan. 31. 

New Hampshire—Scoter (sea coot), in open coastal waters 
only, beyond harbor lines, Sept. 15-Sept. 30; thereafter, from 
land or water, Oct. 1-Nov. 29. 

New York—Woodcock, in that part of State north of main line 
of New York Central Railroad extending from Buffalo to 
Albany, and north of main line of Boston & Albany Railroad 
extending from Albany to the Massachusetts State Line, Oct. 1- 
Oct. 15; in rest of State (except Long Island), Oct. 15-Oct. 29. 

Scoter (sea coot), in open coastal waters only, beyond har- 
bor lines, Sept. 15-Oct. 15; thereafter, from land or water, 
Oct. 16-Dec. 14. , 

Rhode Island—Scoter (sea coot), in open coastal waters only, 
beyond harbor lines, Sept. 15-Oct. 15; thereafter, from land or 
water, Oct. 16-Dec. 14. 


Supplementary Information 





South Carolina—Mourning dove, in Oconee, Pickens, Green- 
ville, Spartanburg, Cherokee, York, Chester, Fairfield, Union, 
Laurens, Anderson, Abbeville, Greenwood, McCormick, Edge- 
field and Aiken Counties, Sept. 15-Oct. 15 and Dec. 20-Jan. 31; 
in remainder of State, Nov. 20-Jan. 31. 


Texas—Mourning dove and white-winged dove, in Yoakum, 


Terry, Lynn, Garza, Kent, Stonewall, Haskell, Throckmorton, 
Young, Jack, Wise, Denton, Collin, and Hunt Counties, and 
all counties north thereof, and in Parker, Tarrant, Dallas, 
Rockwall, Kaufman, Johnson, Hopkins, Delta, Franklin, and 
Ellis Counties, Sept. 1-Oct. 31; in remainder of State, Sept. 
15-Nov. 15. 

Virginia—Mourning dove, Sept. 1-Sept. 30 and Nov. 20-Dec. 31. 


Shooting Hours: 

Duck, goose, brant, coot: sunrise to 4 p.m. 

Dove, rail, gallinule, Wilson’s snipe (jacksnipe), woodcock, 
band-tailed pigeon: sunrise to sunset. 

NO OPEN SEASON: 

Shorebirds (except woodcock and Wilson’s snipe or jack- 
snipe), crane, wood duck, swan, Ross’ goose; snow goose 
and brant in States bordering on the Atlantic Ocean. 

Daily Bag and Possession Limits: 

Ducks, 10 in the aggregate, except that the daily bag limit 
may not include more than 3 of any one or 3 in the ag- 
gregate of canvasbacks, redheads, buffleheads or ruddy 
ducks. 

Geese (including brant), 3 in the aggregate. 

Rails and gallinules (except sora and coot), 15 in the ag- 
gregate; sora, 15; coot, 25. 

Wilson’s snipe (jacksnipe), 15. 

Woodcock, 4. 

Mourning dove and white-winged dove, 12 in the aggregate. 

Band-tailed pigeon, 10. 

NOT MORE THAN 2 DAYS’ BAG LIMIT OF DUCKS, 
GEESE (INCLUDING BRANT), AND WOODCOCK, 
AND I DAY’S LIMIT OF OTHER MIGRATORY GAME 
BIRDS MAY BE POSSESSED AT ONE TIME. Posses- 
sion of migratory game birds is permitted for not more 
than twenty days following the close of the open season 
in the State where taken. 

Hunting Methods: 

Permitted: Shotgun only, not larger than No. 10 gauge, fired 
from the shoulder; bow and arrow; dog; blind or float- 
ing device other than a sinkbox. 

Prohibited: Automobile; aircraft; sinkbox (battery) ; power 
boat, sailboat, or any device towed by power boat or 
sailboat; automatic-loading or hand-operated repeating 
shotgun of more than 3-shell capacity in, the magazine 
and chamber combined; live duck or goose decoys; the 
hunting of migratory game birds by means, aid, or use, 
directly or indirectly, of corn, wheat, oats, or other grain 
or product thereof, salt, or any kind of feed whatsoever, 
placed, deposited, distributed, scattered, or otherwise put 
out is prohibited. 

Consult State game laws for any additional restrictions on 
migratory game bird hunting. 


Peaks in W.P.A. Business 


XPOSURE of waste and polit- 
ical ward heeling in the WPA 


a year or so ago failed to purify that 


sible, of course. 


The skeptics just 
wondered how this man could have 
had public business that took him 


ment expense 72 times in 28 months, 
“to confer with the district officials” 
at Evansville. He also had official 





great implement of social better- 
ment. Further congressional inves- 
tigation continues to uncover a smell 
reminiscent of limburger and over- 
ripe eggs. The revelations could not 
be reviewed adequately in 32 pages 
of this journal. We have space here 
to call attention only to a single 





peculiarity. 
The investigators were curious 
about traveling expenses of this 


agency—an item that adds up to 
$45,000,000 for the past five years. 
As an example, they found that one 
deputy commissioner alone spent 
| $17,730 in that period. That’s pos- 
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to Louisville, Ky., on government 
expense at the very time of the Ken- 
tucky Derby for four years in suc- 
cession. He also~had ‘official busi- 
ness in New Orleans *coincident with 
four annual Sugar Bowl football 
classics. 

Then there was the assistant com- 
missioner who has gone to Florida 
six times, always, ig mid-winter, and 
twice to Indianapolis coincident with 
the Memorial Day Races. And the 
Indiana State Administrator whose 
office is at Indianapolis and his home 
at Evansville. He found it neces- 
sary to go to Evansville at govern- 


business at French Lick on the iden- 
tical occasion of seven political 
rallies at that resort (obviously in 
line of duty), besides two Kentucky 
Derbies at Louisville and one 
World’s Series in Chicago. 

Of course we are not forgetting 
the factor of coincidence in explain- 
ing phenomena like these. We only 
suggest that with fewer coinci- 
dences of this sort the heads of the 
Government might not now find it 
necessary to ask that the statutory 
debt limit be raised to find the 
money to build warplanes and bat- 
tleships.—Nation’s Business. 
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A Merchandising Model 


The Frankfurth Hardware Co.'s model 
store gives first aid for the displays, 
arrangement and promotional events 


TT 
HE Frankfurth Hard- 


ware Co.,.Milwaukee, Wis.,wholesale 
hardware firm, uses a model hard- 
ware store, complete in every de- 
tail, to show dealers how to work 
out interior and window display 
suggestions each month. Dealers 
eceive material for these displays 
as a part of the “Five Star” mer- 
chandising program. The store, 
23 ft. wide by 68 ft. long, is 
located on the office floor of the 
firm’s warehouse. Modern fixtures 


- 


are used, all of which are designed 
by the merchandising department. 
Fixtures are also sold to dealers 
interested in modernizing their 
stores. Store plans are developed, 


fixtures installed, and goods dis- 
played as a part of this service. 

A sample stock of merchandise 
is shown and seasonal displays are 
developed each month. Displays 
in the store precede the season by 
about 90 days. In this way, deal- 
ers have an opportunity to see the 
ideas worked out and then apply 
them in their stores. Many em- 
ployees of hardware firms, located 
within driving distance of the 
warehouse, visit the model store at 
least once a month to secure ideas 


on how to make and carry out sea- 
sonal changes. 

Dealer meetings are held in the 
store every 90 days at which a 
merchandising and selling pro- 
gram is presented. Moderate in- 
ventory for the model store is 
estimated at $4,700 by Harold W. 
Hirth, director of the “Five Star” 
program. Fixture investment is 
approximately $1,900. All equip- 
ment throughout the store is fin- 
ished in light oak with ivory 
backgrounds. 





The standard front for the “Five Star” stores, the name applied to dealers 
associated in the merchandising program, is used in the model store. 
Window displays are trimmed twice a month. Photographs of displays 
are supplied dealers as a part of the merchandising program. Window 
valances are of frosted glass and floor is covered with linoleum. 
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or Dealers to Follow 


Tools in open cases and on panel 
doors are shown at the front to 
the right of the entrance. Hard- 
ware and paints are also on this 
same side. Small sections for 
bolts and glass, and platforms for 
linoleum are at the rear. All fix- 
tures have ledge displays and dis- 
plays are built up to eye level in 
the center of the tables. 


Floor displays are available 
for seasonal merchandise at 
the rear of the store. Plat- 
form space behind show win- 
dews is used for seasonal 
major appliances. Nail count- 
er with wrapping space on 
top is located at the extreme 
rear of the store. Floor is 
covered with linoleum of 
lively color and pleasing de- 
sign. 
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Sporting goods are shown at 
the front of the store to the 
left of the entrance. Elec- 
trical and gift goods, and 
other housewares items are 
also shown on this side. 
Cleaning materials are dis- 
played at the rear. Mass 
displays are featured on the 
end of cross aisle tables. 
Note shadow box displays 
above fixtures. 





























ILL TAKE THE 


WHITE one 


EVERY TIME / 










WYTEFACE ua 
in COLLIER’S Za 


GIVE ME THE More than 20,000,000 readers are now seeing the 
Ae ITE new Favorite Wyteface advertising campaign. In your 
neighborhood, the call is for the WHITE steel tape. Send 

STEEL TAPE i for the attractive display card pictured below. Get it 
up where your customers can see it—and cash in!... 
Sharp black markings on a crack-proof white surface 
—bonded to the steel! This is the most sensible steel 
tape ever made; you know it the minute you see it... 
Ask your jobber—or write us for illustrated folder, 








on 





complete prices and a free sample of the line itself. 


MAKE MINE EST. 1967 





* ST. Louis SAN FRANCISCO LOS ANGELES DETROIT - MONTREAL 


STEEL TAPE / 








PREE—This 2-color display 
card with your first order. 





K&E 


WYTEFACE 


STEEL MEASURING TAPES 
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ADVANCES 


Building construction. Steel production. 
Lead sheets and pipe. Steel scrap. 
Some shovels and spades. 


Linen fishing lines. 


One snow plow. 


Parallel edge strip copper. 


One night latch. 





Livelier buying—The sudden 
turn to cool weather in many sec- 
tions late in August has changed 
the aspect of buying decidedly. 
Although dealers had covered an un- 
usually large percentage of their 
fall supplies in earlier future order- 
ing, late-comers now are flocking 
into the market with their specifica- 
tions. Retail shopping, too, has 
shown more life. Eastern cities re- 
port soberly that the rising marriage 
rate of young couples anticipating 
the draft has given a_ noticeable 
impetus to the buying of jewelry, 
clothing and home furnishings. 
Whatever may be the reason, general 
retail sales, measured by depart- 
ment store data, are exceeding last 
August by 7 to 8 per cent, and many 
hardware stores expected to better 
that rate. 

* & & 

City vs. country—Rising pay- 
rolls in the industrial areas are aid- 
ing spending in the cities and towns, 
and while the farm communities 
show more conservatism, there seems 
no undue discouragement at the cur- 
rent very low prices for many farm 
commodities. 

There was a shock for city mer- 
chants in the new census figures 
showing a practical cessation of 
population growth in most leading 
cities during the past decade. The 
small town and suburban stores are 


SEPTEMBER 5, 1940 





finding that good roads and rapid 
transportation bring them about as 
many new customers as they steal 
away. 





ADVANCES 
EXPECTED 


Stoves. 





Crop improvement—What has 
been selling only slightly above the 
season’s low, and at about the level 
of a year ago. This is a result of 
what might be regarded as a miracle 
recovery in winter wheat for 1940, 
since the gains which have been 
made in the growing season have 
been almost beyond belief. Sufficient 
and timely moisture has improved 
the 1940 prospects about 30 per cent 
since last April, bringing the indi- 
cated production of winter wheat 
close to the 1939 output and only 
slightly below the 1929-38 average. 
Seeding of new winter wheat is re- 
ported under way in Montana, and 
seeding is expected to start soon in 
western Kansas. Harvesting of 
spring wheat has made rapid prog- 
Tess. 

Condition of the corn crop has 
been improved in some areas by 
recent good rains. However, much 





corn in parts of Oklahoma, Kansas, 
and Nebraska, and in sections of the 
Ohio Valley had already been badly 
damaged by earlier dry and hot 
weather. 


* * * 


July building upturn — The 
F. W. Dodge Corp. reports that con- 
struction contracts awarded during 
July in the 37 eastern states, close to 
$400,000,000, showed an_ increase 
over July, 1939. of 33 per cent, and 
a gain over June of this year of 23 
per cent. Private construction con- 
tracts increased 19 per cent over 
July, 1939, and public construction 
contracts (reflecting the beginning 
of awards under the defense pro- 
gram) gained 50 per cent. The large 
July increase in total contracts put 
the accumulated volume of all con- 
struction started from the first of 
the year 1 per cent ahead of the 
accumulated total for the first seven 
months of 1939. While private con- 
struction has forged ahead during 
the preceding months, its -gains up 
to July 1 had been more than off- 
set by losses in public construction. 
The step-tp in “defense” building is 
now rapidly reversing those losses. 


* * x 


Prices steady—Very few price 
changes are reported,in factory and 
wholesale schedules, but the trend 
continues toward firmness on lines 
which had been upset by price-cut- 
ting earlier in the summer. Hard- 
ware buyers have reviewed the new 
mid-year catalogs of the larger mail- 
order companies, and report only 
about the usual number of “leader” 
pricings on important staples sold 
by the hardware stores. As usual, 





DECLINES 


In certain extras for cold rolled 
or cold rolled and annealed 
sheet copper. 














fall and winter seasonable lines ar 
much more closely marked in the 
catalogs than are similar items in 
the store stocks of the mail-order 
chains. 
* a7 
Steel production — Steel out- 
put gained again last week, by 18 
per cent. to a rate of 91.3 per cent 
of capacity—the highest since early 
December. Operations a year ago 
were at 63 per cent of capacity. The 
increase was about in line with ex- 
pectations. in view of the heavy de 
mand now rolling in from commer- 
cial quarters, as well as from the 
government under the national de- 
fense program. Export orders also 
contribute heavily. especially Brit- 
ain’s, which add about 500.000 tons 
of steel per month to current U. S. 
production. 
There were substantial releases, 
too, from automotive centers, to in- 
crease the possibilities of still greater 


sheet and strip mill activity during 
ensuing weeks. 
* * * 
Steel prices—Carnegie-Illinois 
Steel Corp. extended present prices 
into the fourth quarter last week. 
Prices reafirmed by Carnegie in- 
cluded those for hot rolled carbon 
steel, semi-finished steel, bars, struc- 
tural shapes, plates, steel sheet pil- 
ing, hot and cold rolled sheets, hot 
rolled strip, standard rails, and 
nearly all hot rolled alloy steel items. 
Earlier last month, the current 
price for standard rails of 60 Ibs. 
and over has been extended to apply 
on all orders taken by Nov. 1, for 
shipment up to July 1, 1941. This 
action on the part of rail mills is a 
little out of the ordinary, but it 
establishes the market price for the 
railroads to place their 1941 require- 
ments at the present level. 
* * * 


Copper, lead and zinc——-Ingot 
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copper prices were stabilized at 11 
cents per pound on Aug. 20, when 
the smelters raised their basis 1, 
cent per pound, to meet the larger 
producers who had been holding that 
level. Last fall’s high was 1214 
cents. 

In the face of heavy shipments in 
July, and a declining reserve of re- 
fined stocks, pig lead producers 
raised quotations 15 cents per 100 
pounds on Aug. 21, to $4.90 f.o.b. 
New York. Last September lead was 
quoted at $5.50. 

On Aug. 14, slab zinc was marked 
up 25 cents per 100 lbs. to $6.50— 
the high level of last fall, after a dip 
early this year to as low as $5.50. 

* * * 

Lead and copper products- 
Due to the advance of $3.00 per ton 
in the price of pig lead, manufac- 
turers of lead sheets and pipe an- 
nounced a similar advance, effective 
Aug. 21. Lead traps and bends, 
drum traps, lead roof flanges, and 
combination lead and iron bends 
and ferrules continued unchanged. 
No changes were announced in lead 
oxides, except carload quotations on 
litharge and dry red lead, which 
moved automatically with the pig 
lead quotation. 

Revere Copper & Brass, Inc., on 
Aug. 15, announced reductions in 
certain extras for cold rolled or cold 
rolled and annealed sheet copper. 
As a result, price reductions were 
effected in some items of sheet cop- 
per, ranging from % cent to 1% 
cents per pound. The company an- 
nounced at the same time that its 
prices for parellel edge strip copper 
were advanced 1 cent per pound. 

* * * 

Other commodity prices—At 
the opening of last week, commodity 
price averages in the Associated 
Press index stood at 69.74 per cent 
of the 1926 “par,” compared with 
63.87 per cent a year ago. Grain 
prices were showing a slight recov- 
ery, and hides and wool were 
stronger, with rubber weaker. Re- 
cent improvement in the steel scrap 
market has brought advances of 50 
cents to $1.00 per ton at leading 
points, though scrap is still moder- 
ately priced in comparison with the 
“highs” of last fall. 

* * * 

Vachine tools Factories 
making lathes. drills and other ma- 
chine tools, also precision tools, have 
been flooded with new business. 
limited only by their ability to pro- 
duce. Skilled labor needed for in- 
creased output. can be found with 
difficulty, and the training of new 
men is slow. Machine tool makers 
state that domestic orders have 
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@ Backed by a larger national advertising in 12 magazines, 
here is a repeat seller that brings you an attractive profit and 
takes up a minimum of your counter space. 


There are so many different uses for transparent SCOTCH 
Cellulose TAPE in home and office that by actual check 3 out 
of 4 customers come back to the store again and again for 
additional rolls! 


Your jobber can supply you or send coupon today for your 
stock! 
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Made and Patented in U. S. A. by 

MINNESOTA MINING & MFG. CO. 

Saint Paul, Minnesota 

Gentlemen: 

Please ship through my wholesaler, the following order: 

PRICES TO DEALERS 

Displays No. 135 (12—25c rolls ~ 1 ° +46 
%4""x 300 in. in Utility Dispensers) $2.00 $1.80 
Displays No. 144 (12—25c rolls 
12""x 360 in. in Utility Dispensers) 2.00 1.80 


Name 
Address sinieeinii City & State 


Your Wholesaler 




















SALES MANAGER TELEGRAM 


CONGOLEUM-NAIRN INC. 

KEARNY NJ 

CROWD WENT NUTS AT HOME FURNISHINGS EXPOSITION AND NEARLY 

WRECKED THE PLACE WHEN I BROKE THE BIG NEWS ABOUT SUPER- 

WEAR. HERE’S WHAT I TOLD THEM: 

"AS YOU KNOW, GOLD SEAL CONGOLEUM LEADERSHIP IN QUALITY, 

ADVERTISING AND CONSUMER ACCEPTANCE, HAS MADE IT THE OUT- 

STANDING DEALER PROFIT LINE FOR MORE THAN 25 YEARS! 

"UP TO NOW, HOWEVER, YOU'VE BEEN ABLE TO REALIZE GOLD SEAL 

CONGOLEUM SALES AND PROFITS IN BUT ONE PRICE RANGE—GOLD 

SEAL CONGOLEUM-DE LUXE! 

"TODAY WE INTRODUCE A COMPANION LINE OF RUGS AND BY-THE-YARD 

IN A LOWER PRICE RANGE—GOLD SEAL CONGOLEUM-SUPERWEAR—A 

LINE WELL DESERVING THE FAMOUS GOLD SEAL CONGOLEUM TRADE- 

MARK AND MONEY-BACK GUARANTEE! 

"THINK WHAT THIS MEANS TO YOU! 

"GOLD SEAL CONGOLEUM QUALITY, ADVERTISING AND CONSUMER 

ACCEPTANCE ARE NOW SPREAD OVER TWO LINES. 

"MILLIONS WHO'VE ALWAYS WANTED GENUINE GOLD SEAL CONGOLEUM 

BUT COULDN'T QUITE AFFORD IT, CAN NOW HAVE GOLD SEAL CON- 

GOLEUM-SUPERWEAR. 'THE BEST BUY IN ITS PRICE RANGE.’ 

a SHARE OF EXTRA SALES & PROFITS IN A LOWER PRICE 
ANGE. 

"TURN ON THE HEAT! 

Fw BOTH LINES OF GOLD SEAL CONGOLEUM FOR ALL THEIR 

WORTH! 
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"AND THAT'S PLENTY!” JIM POTTS 


P S. PLEASE OKAY EXPENSE VOUCHER FOR DAMAGES TO GRAND- 
STAND DECORATIONS. 








CONGOLEUM-NAIRN INC., 


Af: 


GENUINE 


GOLD SEAL 


DELUXE 


BEST VALUE 
ORIGINAL DESIGN & ¢ 
COLOR BALANCE 
LASTING BEAUTY 


EXCLUSIVE 
T THICKNESS 
US ENAMEL 
7ER WEAR 





To those customers who want the 
very best in top quality, longer 
wearing floor-covering —sell 
GOLD SEAL CONGOLEUM- DE Luxe 
Rugs and By-the-Yard—“The best 
buy at any price!” 


KEARNY, N. J. 


MR. POTTS 
ANNOUNCES ~— 
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GENUINE 


GOLD SEAL 


SUPERWEAR 
SUPERIOR QUALITY EXT DURABLE 
SIGN BULL IN LUSTER 


PURE COLORS MULTICOTE ENAMEL 





To those who want the beauty, 
quality guarantee and pride of 
ownership of Genuine Gold Seal 
Cengoleum at a lower price, sell 
GOLD SEAL CONGOLEUM- SUPERWEAR 
—“The best buy in its price range!” 


The Largest Manufacturer of 
Smooth-Surface Fioor-Coverings 
in the World 

















gained at a rate more than sufficient 
to balance the loss of foreign busi- 
ness where markets are closed, or 
shipping licenses are not available. 
Deliveries are slow, and are not gain- 
ing on incoming fresh orders. 


~ * * 


Prepared roofing—For many 
months, under a normally good de- 
mand, roofing and shingle prices 
have held steady at prices not too 
low for the manufacturers’ comfort. 
A few independent mills have kept 
busy at prices below the schedule 
of the old-time leaders in the indus- 
try, but these have been dsregarded 
by the older companies. 

The usual heavier fall demand is 
under way, and, with slowly rising 
costs, there seems little likelihood of 
these felt and asphalt products 
weakening during the remainder of 
the 1940 selling. 


* + 


Shovels and spades—Leading 
shovel manufacturers issued new 
price lists about Aug. 17, in which 
several changes are noted. The low- 
priced hollow back, heat-treated 
shovels, which have retailed pre- 
viously at around $10.00 per dozen, 
are advanced about 12% per cent. 
Competition grade hollow-back lines, 
in black finish, are advanced about 
10 per cent. 

Prices on “C” grade plain back, 
solid shank and closed back shovels 
and spades are not changed, but 
hereafter all shovels in this grade 
will be heat-treated, which seems 
sure to increase the sales popularity 
of this grade. 

* * * 


Stoves and accessories—The 
sudden early “cold-snaps” have 
started sales moving in all stores 
where merchants were fore-sighted 
For many seasons, jobbers have 
urged that dealers get their fall 
heaters on display by the first week 
of August, and those who were ready 
this year are doing a thriving early 
business. Jobbers hear general 
rumor from factory sources of pos- 
sible slight advances in stove prices. 

Stove pipe and elbows, furnace 
fittings, forced air fittings and damp- 
ers have already had a good season, 
by reason of previous heavy “future” 
selling. 

* & # 

Electric cookers — This sum- 
mer has brought a fine seasonable 
increase in the sale of electric cook- 
ing devices, from the modern and 
complete ranges, and the modern 
self-contained cookers, to the pupu- 
lar-priced hot plates. According to 
the National Electrical Manufac- 
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wurers Assuciation, electric range 
sales in July by 19 manufacturers 
amounted to 29,626 units, compared 
with 19,249 units in the correspond- 
ing 1939 month. Sales in the first 
seven months of this year totaled 
258,356 units as against 189,953 
units in the same period of 1939. 
= * * 


Steel pipe—Makers of steel 
pipe are taking steps to stabilize 
their prices, as a result of the con- 
tinued heavy demand for all steel 
products. An upward change recent- 
ly announced is that uniform stock 
lengths on all full weight threaded 
and coupled pipe will now be 21 ft. 
instead of 20 ft. as before. Where 
even lengths of 16 ft. are required, 
an extra of $4.00 per ton will be 
charged. On specified 18 ft. lengths, 
$3.00 per ton extra will apply and 
on lengths of 20 ft. there will be a 
charge of $2.00 per ton. 

From now on, mills will supply 
structural pipe only in buttweld, up 
to an including 3 in. in diameter, 
and will discontinue furnishing lap- 
weld and electric weld grades. Cut- 
ting extras on structural pipe have 
been discontinued and regular cut 
length extras for standard pipe will 
govern. 

* * # 


Builders’ hardware—The very 
active demand has steadied prices in 
all branches, including butts and 
hinges, lock sets, and cabinet hard- 
ware. Some lock manufacturers have 
been rushed to an extent which has 
made them slow in filling orders. 

On August 14, the No. 80 Yale 
night latch, a popular seller, was ad- 
vanced about 15 per cent, necessitat- 
ing a revised $1.25 retail valuation. 


x * * 


Fishing lines—Manufacturers 
are quoting advances on linen lines 
up to 25 per cent over last year’s 
prices, but the main concern of all 
the line producers is that they will 
be unable to supply all of the linen 
line that they could sell during 1941. 
Their materials come from Belgium 
and Ireland, and because of the war, 
shipments from those two countries 
are practically halted. Silk lines are 
being quoted at the same prices as 
last year, with the exception of some 
lower priced numbers which are ad- 
vanced about 5 per cent. 

* * * 

Industrial speed-up—Reflect- 
ing the speed-up in industry, the As- 
sociated Press weekly index of in- 
dustrial activity rose to 109 per cent 
of the 1929-30 average in the August 
17 week. A year ago, the status 
was 95.1 per cent. 


Snow plow — The Hamlin 
Metal Products Co., Akron, Ohio, 
has announced a price increase on 
its “Sno-Plow.” The retail price 
has been increased from $1.00 to 
$1.29. 

* * * 

Watches — C. H. Granger, 
president, Ingersoll Waterbury Co., 
Waterbury, Conn., reports his com- 
pany’s sales for the first six months 
of this year 30 per cent ahead of 
the same period in 1939. The com- 
pany regards this as_ especially 
significant because sales for 1939 
marked a high point in the history 
of the Ingersoll watch. 

* & # 

Washers and Ironers — The 
American Washer and Ironer Manu- 
facturers’ Association announces the 
industry-wide figures for July and 
for the first seven months of 1940, 
show household washer shipments 
and prices to be on a steady up- 
trend. For the seven months, washer 
shipments were 893,998, an increase 
of 6.57 per cent over the 1939 period 
total of 838,877. An average retail 
price of all washers shipped in Janu- 
ary-July was $72.12, compared to 
$69.81 in the same months a year 
ago. 

Ironer shipments show similar ad- 
vances but price averages are lower 
due to the increasing introduction of 
low-price portable models. 


An Answer to 
“Psychology Overruled” 


Editor of Harpware AGE: 

I have just finished reading Nancy 
Snyder’s clever verse in your August 
22 issue. (See page 91.) Below is 
my feeling on the subject: 


You bet there is a story 

In all the things we sell 

It’s a really gripping saga 

And we all should know it well. 


And when you talk of woodlands— 

Just save ’em for next Sunday; 

For salesmen’s minds are on their 
jobs 

Beginning on each Monday. 


The psychology of selling 

Is your mind upon your duties. 
The work is often just plain fun— 
It competes with Nature’s beauties. 


So sell with all your heart in it. 

Forget about your feelings. 

You'll find a lot of fun in it, 

And you'll advance in all your deal- 

ings. 

DoratHy BuTcHaART, 
Lentz Hardware Company, 
Yakima, Wash. 
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HOWARD M. HUBBARD ELECTED 
HEAD OF GREENFIELD TAP & DIE 


Recent personnel changes at 
Greenfield Tap & Die Corpora- 
tion of Greenfield, Mass.,  in- 
clude election of President Don- 
ald G. Millar to chairmanship of 
the board, replacing Col. Fred- 
erick H. Payne, who resigned to 
devote his entire time to National 
Defense Work as chief of the 
Hartford Ordnance District. 

D. G. Millar was succeeded as 
president by Howard M. Hubbard 
of Cleveland, Ohio. For the last 
10 years Mr. Hubbard has been 
with the Harris-Sey- 

Company, manufac- 
offset-printing presses 
and allied equipment, as secre- 
tary-treasurer and He 
managing 
the company’s Seybold 
and of their Canadian marketing 
division, 

Mr. Hubbard has wide experi- 
industrial management, 
including production, finance and 


associated 
bold-Potter 
turer of 


director. 
was also 


division 


ence in 


marketing, and is unusually well 
qualified to carry out the ideals 
and the Greenfield 
Tap & Die Corporation. 


police ies of 


The corporation has regretfully 
accepted the resignation of Fran- 
cis A, Smith, for several 
vice-president and general man- 
Mr. Smith has 
ciated with the company in vari- 


years 
been asso- 


ager. 


ous executive capacities for over 


20 years, during which he has 
played an important part in 


bringing the company to_ its 
present prominence in the small 


tool industry. 





HOWARD M. HUBBARD 
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director of 


Chairman Millar 
that these changes in executive 
personnel will in no way affect 


announces 





FREDERICK H. PAYNE 


the operating and merchandising 


policies of the company, which 
will continue unchanged. 


NORTON CO. PROMOTES 
CLARK AND HOLSTROM 


The board of directors of the 
Norton Co., Worcester, 
has announced the election of 
Harry K. Clark to the office of 
vice-president and general man- 
ager and Andrew B. Holstrom to 
the office of vice-president and 
works manager. 

The appointments fill the va- 
cancies caused by two resigna 
tions. Aldus C. Higgins, presi 
dent, who also held the office of 
general manager, resigned the 
general managership and George 
N. Jeppson, treasurer and vice- 
president, who also held the po- 
sition of works manager, resigned 
from the office of works man- 
ager. 

Mr. Clark, who has been with 
the company 25 having 
held the positions of salesman, 
district manager of the Chicago 
territory, manager of the 
company’s plant in Germany, 
manager of the abrasive 
division, general sales manager, 
a director of the company and 
vice-president. He is also execu 
tive officer in charge of the Nor- 
ton Co. of Canada, Ltd., a di- 


years, 


sales 


sales 


Mass., | 


rector of the Behr-Manning 
Corp., and a director of the Aus- 
tralian Abrasives (Pty), Ltd. He 
is an active member of the Grind 
ing Wheel Manufacturers Asso 
ciation and president of the 
American Supply and Machinery 
Manufacturers’ Association. 

Mr. Holstrom has 
nected with the company for 20 
years, during which time he has 
had considerable experience as 
an engineer and in plant man- 
agement. After five years in the 
Norton plants’ engineering 
partment, he was appointed to 
the office of superintendent of 
sewers of the city of Worcester. 
Later he returned to the 
pany and then went to England 
as resident engineer of the Nor- 
ton Grinding Wheel Co., Ltd. 
Two years later he returned to 
the Worcester plant but in 1934 
went back to England as general 


been con 


de- 


com- 





turning ‘to America in 1939 to 
assume the responsibility of 
works manager of the abrasive 


manager of the British plant, re- | division. 


THE EDWARD KATZINGER COMPANY 
NOW IN THE FLASHLIGHT BUSINESS 


Over a half million dollars 
worth of new, special machinery 


and plating equipment has been | 
recently installed by the Edward | 


Katzinger Company at its Chi- 
cago plant, for the production 


of an innovation in flashlight de- 
sign. The Katzinger organization | 
has been known for more than 50 | 
years ‘as a leading manufacturer | 


of baking pans—kitchen tools and 
cutlery. The new flashlight di- 
vision now becomes a part of this 
organization. 





ARTHUR 8S. ALTER 


| tured. 


Arthur Katzinger, president, 
announces the appointment of 
Arthur S. Alter as general man- 
ager of the flashlight division of 
the company. The several new 
models of Katzinger flashlights 
will be marketed as “Tru-Spot” 

“Seal Beam”—‘“Torchmaster” 
to identify the new line with 
copyrighted trade names. 

Mr. Alter will merchandise the 


new flashlights through mail 
order organizations, syndicate 
stores, hardware wholesalers. 


electrical wholesalers, drug 
wholesalers and the usual mer- 
chandising channels as 
for the various models now being 


outlets 


produced by the firm’s Chicago 
plants. 

The specially designed manu- 
facturing equipment installed for 
the production of Katzinger flash- 
lights is capable of handling the 
entire manufacturing process of 
One of the 


features of the new line is the 


the flashlight cases. 


simplicity of the units manufac- 
The 


piece with the reflector, lamp and 


cases are all one 
lens completing the unit while 
the entire flashlight consists of 
only four parts. 
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ATKINS ELECTS NEW SECRETARY- 
TREASURER AND BOARD MEMBER 


Don H. Potter has been elected 
secretary and treasurer of E. C. 
Atkins and Co., Indianapolis, Ind. 








D. H. POTTER 


He succeeds the late Fred C. 
Gardner. Mr. Potter has been 
associated with the Atkins or- 


ganization for over 25 years, hav- 
ing been employed during his 
summer vacation while in high 


school and college, and upon 


graduation becoming permanently | 


employed in the financial control 
division of the business. 





M. M. POOLE 
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| pointed 


Other | 


advancements were awarded him 
and ultimately his new office. Mr. 


Potter is a member of the Atkins | 
Pioneer Club and is well known | 


in the saw industry. 


Major M. Poole, who has been | 
purchasing agent for the Atkins | 


company since 1906 has 


been | 


elected to the board of directors. | 


He has also been very active in 
all phases of factory production. 
He first became associated with 
the company in 1899 in the cost 
department, and is a member of 
the company’s Pioneer Club. 

Other officials of the firm are: 
Henry C. Atkins, president; 
Elias C. Atkins, vice-president; 
Keyes W. Atkins, vice-president 
in charge of sales; Henry C. At- 
kins, Jr., vice-president and 
superintendent; William A. At- 
kins, vice-president, and Frank R. 
Weaver, member of the board of 
directors. 


BRADLEY IS SALES MGR. 
PURITAN CORDAGE MILLS 
S. Vance Bradley has been ap- 
manager of the 
Puritan Cordage Mills, Inc., 
Louisville, Ky., manufacturer of 


sales 


“Puritan” and other brands of 
sash cord, and a full line of 
braided cotton cords for many 


purposes. 


Puritan Cordage Mills, Mr. 


Bradley was for 16 years asso- | 


ciated in an executive capacity 


with the McCord Co. of Louis- 
ville, manufacturer of cotton 
yarns. 


SACKHEIM, GEN. MGR., 

BROWN FENCE & WIRE 

M. B. Sackheim, 
dent, has been made 
manager of the Brown Fence & 
Wire Co., Cleveland, Ohio. C. R. 
Underhill has resigned. 


vice-presi- 
general 


PAINT. WALLPAPER MEN 
ELECT CREDIT COMMITTEE 

Credit executives of the Paint, 
Varnish, Lacquer and Wallpaper 
industry met at the Royal York 
Hotel, Toronto, Canada, recently 


Prior to joining the | 


in conjunction with the First In- | 


ternational and Forty-Fifth An- 


nual Credit Congress of the Na- 
tional Association of Credit Men. 

Newly elected officers who will | 
have charge of activities during | 
the coming year including the | 
program at the New Orleans | 
Credit Congress of the National | 


Association of Credit Men _ in | 
May, 1941, are: Milton M. | 
laun, Marine Paint & Varnish | 


Co., New Orleans, La., chairman; 
Alice R. Smith, Tuttle Paint & 
Glass Co., El Paso, Tex.; Fred 
J. Hamerin, Lilly Varnish Co., 
Indianapolis, Ind.; A. R. Gil- 
more, Sherwin-Williams Co., St. 
Louis, Mo., and E. N. Ronnau, 
Cook Paint & Varnish Co., Kan- 


| sas City, Mo. 
| 


Chairman Salaun has available | 
a number of copies of the min- | 
utes of the Toronto sessions | 
which he will be glad to send to | 
anyone in the industry. 


GIBSON ELECTRIC ADDS 
TO RANGE SALES STAFF 
F. E. Basler, general 
manager for the Gibson Electric 
Refrigerator Co., Greenville, 
Mich., has announced the ap- 
pointment of Earl Nobles to de- 


sales 


velop Gibson range sales in the | 


eastern division. This addition 
to Gibson’s staff will enable 
Harry W. Lippert, Gibson elec 
tric range specialist, to devote 
more time to building up the 
company’s electric range distri- 
bution in the middle and 
West. 
with Landers, 

New Britain, 

A-B Stove Co., 
cialized on electric 


Clark, 
the 
spe 


Frary & 
Conn., and 

where he 
range selling. 





EARL 


NOBLES 


far J 
Mr. Nobles was formerly | 


BARNETT NOW AIRTEMP 
MERCHANDISING MGR. 
D. W. Russell, president of 
Airtemp Division, Chrysler Cor- 
poration, Dayton, Ohio, announces 





the appointment of Ward H. 
WARD H. BARNETT 
Barnett as merchandising man- 


ager. In his new assignment, Mr. 
Barnett will promote and coordi- 
nate the rapidly expanding air 
conditioning and heating sales of 
the Airtemp Division. 

Mr. Barnett first came to the 
Chrysler Corporation with the 
purchase of Dodge Brothers in 
1928. Following important sales 
and promotional assignments in 
various divisions of the corpora- 
tion, he was made a sales direc- 
tor of the Plymouth Division in 
1939, where he served until trans- 
ferred to his present position. 


MAC S. SPRINCIN CO. 
IN NEW OFFICES 


Mac S. Sprincin Co. and Harry 
Gleason, manufacturers’ repre- 
sentatives, are now located off 
the lobby of the Terminal Sales 
Bldg., First and Virginia, Seattle, 
Wash. This move from an upper 
floor to the first floor gives the 
firm 700 additional square feet 
of display room, making a total 
of 1150 square feet. 


The company represents Seal 
Sac Products, Interstate Metal 
Products Co., Haskelite wood 


trays, Puritan fireplace furnish 
ings, Central glass mirrors and 
Plateaux. Mr. Gleason repre 
sents the National Enameling & 
Stamping Co., Milwaukee, Wis. 
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WESTINGHOUSE INTRODUCES NEW WASHERS 





T. J. Newcomb, manager of the household refrigeration and laundry equipment department 
of the Westinghouse Electric & Mfg. Co. Merchandising Division; is shown above as he 
presented the company’s new line of washers to Westinghouse distributors at a special 


convention in Mansfield, Ohio. 








SUCCESSFUL FARMING ANNOUNCES 
$2,000 FARM BUILDING CONTEST 


With its September _ issue, 
Successful Farming Magazine, 
Des Moines, Iowa, trains its guns 
on America’s second largest 
building market . the farm 

. with an intensified editorial 
program and the announcement 
of a $2000 farm building and re- 
modeling contest. It opened Sep- 
tember 1, 1940, and closes De- 
cember 31, 1941. In addition, a 
dealer plan is announced. 

As a tie-in to the contest, the 
magazine offers free to each en- 
trant a copy of its new 80-page 
Farm Building Guide. This book 
is full of interesting, practical 
“how-to” ideas on new construc- 
tion and modernizing of farm 
homes and service buildings. 

The contest is simple and easy 
to enter. No matter how small or 
how large the improvement may 
be, whether the contestant spends 
a few dollars, a few hundred or 
several thousands, he has an 
equal opportunity to win a cash 
award. Each entry will be judged, 
not on the size of the project, 


but on how well it fits into the | 


individual farm needs; how much 
has been added to the comfort, 
convenience, attractiveness of the 
farm and farm home, inside or 
out. 

Sixty-eight cash prizes, total- 


ing $2000 for the best farm | 


homes, remodeled farm homes, 
new service buiidings, and re- 
modeled service buildings are an- 
nounced. Each of these four 
general classifications are broken 
into two groups for new home 


construction costing less than | 
$4000, and for construction cost- | 


ing $4000 and over; for re- 
modeled homes costing less than 
$1000, and for those homes cost- 
ing $1000 and over for modern- 


izing; new service buildings | 
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costing up to $1000 and for those 
over $1000; remodeled service 
buildings with an expenditure up 
to $250, and for those costing 
more than $250. 

As an added feature of the 
contest, Successful Farming mag- 


20.000 Attend “Hardware Day” At Coney Island 


azine announces $800 in cash 
prizes for retail dealers. To be 
eligible for cash awards, dealers 


| must countersign entry blanks of 


their customers who enter the 
Building Contest. 
For more details of the con- 


| test, write Building Contest Edi- 


tor, Successful Farming, Des 
Moines, Iowa. 


DEALERS VIEW MASBACK 
TOY EXHIBITION 


Several hundred dealers at- 
tended the 1940 Toy Show of 
Masback Hardware Co., Inc., 
wholesale distributors, held at the 
company’s headquarters, Hudson 
and Van Dam Sts., New York 
City, Aug. 12-15, from 2:00 to 
4:00 p.m. daily. Hundreds of 
new and improved playthings, in- 
cluding trains, games, dolls, 
wheel goods and _ construction 
sets were shown on attractively 
setup booths and tables, the color 
scheme being orange and blue. 
A number of gift items for 
adults were also featured in the 
exhibition, which will be open 
to hardware dealers, following 
the Toy Show, from Monday to 
Friday, 9:00 a.m. to 5:00 p.m. 
The toy exhibit includes the 
broadest line ever offered by the 
Masback company. Visiting deal- 
ers weré: shown the company’s 
colorful. toy consymer booklet, 
available at nominal cost with 
dealer imprint. 

The recently completed model 
hardware store, setup, maintained 
to show modern layout, display 
| and merchandising methods, was 
| also shown to visitors. 











More than 20,000 persons enjoyed themselves at the seventh annual picnic of the Keystone 
Hardware Stores, Inc., Cincinnati, Ohio, held Aug. 14 at that city’s Coney Island. This picnic 


is given for the public and is a hardware promotion. 


Throughout the day all rides at the 


amusement park are five cents, and athletic contests, cards and lotto, a dinner for the associa- 


tion members and a dance are among the features. 


available at all Keystone hardware stores. 
Shown above, left to right, are some of the members of the executive arrangements com- 


Special tickets for the outing are made 


SS lr ess eet:*=«*Y 


mittee: Front row: William Thompson, Madisonville Hardware Company, Madisonville; Harry 
Heatley, Heatley Hardware Company, Brighton; Joseph Laws, Joseph Laws Hardware Com- 
pany, Northside; Harry M. Stuhlbarg, Norwood Paint & Hardware Company, Norwood; 
William J. Wittekind, Wittekind Hardware Company, Clifton; Robert W. Carlson, Carlson 
Hardware Company, Lockland; Norman Bluestein, The Leader Hardware Company, Norwood, 
and Paul Bluestein, The Leader Hardware Company, Norwood. 

Second row: George Dinser, The Dinser Hardware Company, Evanston; Vernon Frye, 
The Frye Brothers Hardware Company, Norwood; Stanley Schneider, The Schneider Hard- 
ware Company, Westwood; Henry Austin, The Duwel Hardware Company, Cheviot; Howard 
W. Zimmerman, The Raber Hardware Company, Madisonville, and Roy N. Ayer, The Ayer 
Company, East End; James Eubanks, The Stone Hardware Company, Batavia. 

Third row: Bert Zimmer, The Zimmer Hardware Company, Covington, Ky.; William 
Dimmitt, The Economy Hardware & Electric Co., Clifton; Walter Hartke, The Hartke Hard- 
ware Company, Brighton; Carl Koehler, The Koehler Hardware Company, Reading; Joseph 
Kohstall, The Kohstail Hardware Company, Elmwood; Henry Hoemmelmeyer, The F. & H. 
Hoemmelmeyer Hardware Company, and Charles J. Heringer, The Heringer Hardware Com- 
pany, Bellevue, Ky. 
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GOULDS PUMPS SHOWS NEW WATER 
SYSTEM AT SALES MEETING 








Bottom row, left to right, N. J. Gould, president; B. F. Barnett; | 
H. J. F. McLaughlin; H. C. Wessel; W. W. Eastman; L. L. | 
Sherman; F. J. Brennan; H. F. Lane; middle row, S. A. Bunis; | 
T. S. Muldoon; E. E. Backlund, assistant general sales manager; | 


_ J. B. Darden; C. H. Laib; G. W. Cramer, sales promotion man- | 


ager; top row, H. F. Miller, general sales manager; C. K. Lewis; 
C. R. Brower; B. F. Miller; L. J. Snyder, secretary; F. E. McKay; 
W. B. Kirker; A. E. Hancy; G. R. Covert, and H. G. Rogers. 


Members of the field sales and, stated, is a completely packaged 
service staff of Goulds Pumps, | unit requiring no engineering in 
Inc., Seneca, N. Y., assembled at| sales or distribution. The full 
the home office on Aug. 12 to | dual service “Jet-O-Matic” line | 
hear the story of the company’s| consists of only four parts; a 
newest product, the “Jet-O-| centrifugal pump assembly and 
Matic” water system. Lead-off | pressure tank, common to both 
man for the all-day conference | shallow well and deep well in- | 
was Norman J. Gould, president, | stallations plus separate jet as- | 
who discussed the present trend| semblies and boxes of fittings | 
in jet construction, the popular-| for each type of application. 
ity of this type of pump on the| From these four “units” it is 
West coast, its spread to the| simple and easy for the jobber 
East, and its development abroad. | and dealer to select and make up 

Following Mr. Gould’s remarks, a “Jet-O-Matic” water system 
Henry F. Miller, sales manager,| for any given rating, whether 
John Mann, chief engineer, and | deep well or shallow well. 
their assistants literally and fig-| The meeting closed with a dis- 
uratively took the new pump | cussion of the merchandising plan 
apart and appraised its many fea-| for the new product and review 
tures. of the literature now available 

The “Jet-O-Matic,” it was! to the trade. 








CONGOLEUM-NAIRN DEALER SHOW 
STARTS ON ITS EASTERN TOUR 


The 14-ton educational exhibit ) strates how to specify installa- | 
created by Congoleum-Nairn, | tions of “Nairn” Linoleum to the 
Inc., Kearny, N. J., under the| best advantage in various types 
name of the Modes and Methods | of buildings, for wall treatments, | 
Show, starts its second fall season | floor treatments, installations over | 
and its eastern swing with a| plaster, concrete, wood, ceilings, | 
scheduled opening at Jamaica, | doors, sink tops, table tops and 
Long Island, N. Y., on Septem-| similar specific conditions of 
ber 9. | modern and remodeled structures. 

The Modes and Metheds edu- | Full sized sectional installations 
cational exhibit differs from the | were created for the Modes and | 
other Congoleum-Nairn presenta- | Methods Show, supplemented by 
tions in the primary consideration | educational photographs,  dia- 
that it was created to serve archi- | grams, and motion picture rec- 
tects, decorators, building con-| ords of actual installations. 
tractors, realtors, layer-mechanics| Lectures and working demon- 
and dealers. The style shows of | strations are conducted by veteran 
Congoleum-Nairn, on the other | Congoleum-Nairn installation ex- 
hand, are designed primarily for | perts, and in all cities where the 
consumer inspiration. | Modes and Methods Show is 

The Modes and Methods pres- | scheduled, local layer-mechanics 
entation is a massive array of | are encouraged to visit both the 
evolution models, specifically | general presentation for archi- 
showing cross sections and com- | tects, decorators, building con- | 
pleted installations of “Nairn” | tractors, realtors, as well as the | 
Linoleum for various types of | special instruction period planned | 
structures and rooms. It demon-/ for their particular attendance. 
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ales Winner! 


SUCCESSOR TO THE IRONING BOARD 


M 


New 





ET-LTOP 


TRADEMARK REGISTERED 


IRONING TABLE 


All Metal « Fire-proof 
Warp-proof * Ventilated 


The fastest-selling household item in many a day. The first real 
improvement over the old-fashioned ironing board. No wood 
to burn, warp or crack—no bolts or screws to loosen. White- 
enameled top; all-metal, welded, lifetime construction. 


VENTILATED TOP BRINGS NEW IRONING EASE, 
SPEED AND EFFICIENCY... 


Steam and heat from the iron escape down through the per- 
forations in the metal top, instead of upward into face of person 
ironing. It means cooler, more comfortable ironing. Specially 
valuable for use with steam irons. Pad stays dry, clothes iron 
faster, saving time, work and clothes. - 


EYE APPEAL...SALES APPEAL... 


The white enameled top of the Met-L-Top Ironing Table gives 
it a quality appearance that matches other fine kitchen equip- 
ment. Stock remains in good condition on sales floor, without 
becoming soiled or discolored. Hangs in a space 3'/2 inches 
wide. Weighs only one pound more than an old-fashioned 
wooden ironing board. Sturdy metal legs fold automatically. 


Uf Order piee-toe Ironing <_< 95 
wr a Tables from your jobbertoday. PRICE 
Nothing else like them. ONLY — 


Pads and covers, custom built for Met-L-Top Tables are con- 
venient and easy to put on. Also Met-L-Top ventilated Sleeve 
Boards. Each retailing at $1.00. 


Met-L-Top Tables, Inc. 


MILWAUKEE, WISCONSIN 


1500 W. ST. PAUL AVENUE 














FOR YOUR 
CUSTOMERS TO BUY 


means 


FOR YOU TO SELL! 





nweog 
CAN OPENER 


The opener with the DOUBLE-ANGLE cutter 





Tested with other well known makes by an in- 
dependent laboratory, the Smoothcut was 
found to be the highest in efficiency, safety and 
construction. 


5-year Guarantee 


5 EXCLUSIVE 
SELLING 
FEATURES 


All parts die-cast or ma- 
chined. Not even the wall 
bracket is stamped. Pat- 
ented deuble-angle cutter. 
Leaves no edge — abso- 
lutely no metal shavings. 
Unique automatic roller 
guides. Adjust themselves 
to any shape can, Compen- 
sating spring. Allows cut- 
ter to operate smoothly 
over heavy seams or 
thick-walled cans. Easy-pierce cam. The Smoothcut cam and com- 
pensating spring make piercing almost automatic. 


STANDARD ALUMINUM MODEL 


puta th OO 


($1.90 west of the Rockies) 


Also Deluxe Chromium Model 


WRITE today for new Smoothcut merchandising offer 


and fall promotion plan 


THE REGINA CORPORATION 


Rahway, N. J. 
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HARDWARE BRIEFS 





ALABAMA 


The Keeton Hardware and 
Furniture Co. has moved into 
new quarters at Red Bay, Ala. 


GEORGIA 


Fraker’s Hardware, Dalton, 
Ga., has completed a new brick 
addition to its building, thereby 
increasing its, total floor space 
by about one third. 


\ new brick building is under 
construction for the LaGrange 
Hardware Co., LaGrange, Ga. 


ILLINOIS 


C. N. Udell, who has operated 
a hardware store in Austin, IIl., | 
for the past 18 years, has opened | 
a new store, Udell & Son, 2928 | 
Central St., in North Evanston, | 
Hl. 


Wallace G. Aubrey, a mem- 


ber of the Hudson Falls Hard 


ware Co., Hudson Falls. N. Y., 


for nearly 25 years has disposed 
of interest in the company. John 
F. Loughlin, associated with the 
company as Mr. Aubrey’s partner 
has taken over the entire busi 


ness. 


NORTH CAROLINA 
Garreti’s Hardware, Elizabeth 
City, N. C., recently completed a 
remodeling program which has 


| more than doubled the size of 
| its quarters. 


OKLAHOMA 


Joe Snider has sold his hard- 
ware business at Verdun, Okla., 
to the J. E. West Hardware Co. 
of Andarko. 

Earl Zipse, formerly with the 


| Zipse-Snider Hardware Co., an- 


nounced at the time of this trans- 


| action that he would acquire a 


INDIANA 


The Paitson Bros. Hardware | 
Co. is now open for business in | 
its new and modern quarters at | 
the N. W. Corner of 12th St. 
and Wabash, Terre Haute, Ind. 


KANSAS 


H. B. Emerson, manager of the 
Weir Farmers Store, Weir, Kan., | 
has purchased the Ranalino 
Hardware, formerly operated by 
B. W. Crowe Co. and is opening 
up for business with a full line 
of hardware. 


LOUISIANA 

The Rayville Hardware and} 
Furniture Co., Rayville, La., is | 
a neW business under the man- 
agement of L. M. Lamie and Joe 
Johnson. The owners of this} 
new company purchased the | 
stock of the Progressive Hard- | 
ware and Furniture Co., which | 


| new hardware stock and open 


for business at Verdun. 


VIRGINIA 


W. B. Scott has opened the 
Scott Hardware Co. at 2413 Jef- 
ferson Ave., Newport News, Va. 
Mr. Scott stocks a general line 


| of hardware. 


The business formerly known 
as the Atlantic Mercantile Co., 
Portsmouth, Va., now operates as 
the Waldo Hardware Co., Inc., 
according to an announcement by 


R. H. Waldo, president. 


The Martin-Beamer Hardware 
Co. is a new business at Pulaski, 
Va. Officials are R. L. Beamer, 
formerly of the Harrison-Hancock 
Co., president and treasurer; B. 
A. Martin, vice-president, and 
John W. Deeds, secretary. 


was sold at public auction | ° 


recently. 


MICHIGAN 


The new Davis and Baily | 
hardware store at 132 S. Main'! 
St., Adrian, Mich., recently 
opened by Ramus Davis and} 
Pawson Baily, is an - up-to-date 
streamlined store. 


NEW YORK 


After having occupied the 
same building for more than 50} 
years, the F. C. McRae Hard-| 
ware store, Schuylersville, N. Y.. 
is being moved to the Falvey | 


Bldg. | 


PERFECTION HAS NEW 
PHILADELPHIA QUARTERS 


B. J. Greenough, district man- 
ager of Perfection Stove Co., 
Cleveland, Ohio, with district 
headquarters in Jersey City, an- 
nounces a change in the com- 
pany’s Philadelphia warehousing 
facilities, from Broad Street to 
600 South Delaware Avenue. The 
new quarters are in the Bailey 


| Stores warehouse, where com- 


plete lines of Perfection oil 
ranges, heaters and water heaters 
and “Superfex” and “Ivanhoe” 
oil burning heaters are stocked. 
O. Q. Williams is in charge of 
the warehouse. 
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FRANK W. DANA 


Frank W. Dana, president of 
the Patent Novelty Co., Fulton, 
Ill., and prominent in Clinton, | 
Iowa, business and civic circles, | 
passed away Aug. 16 at his home | 


| 
} 





FRANK W. DANA 


in Clinton. He was 77 years old 
and had been ill about three 
weeks previous to his death. 

Mr. Dana, who has served as 
president of the Patent Novelty 
Co. since 1905, began his busi- | 
ness career at an early age. He 
attended high school until his | 
junior year when owing to family | 
reverses, which forced his with- 
drawal from school, and then 
obtained work as a “news butch- 
er” on a train traveling between 
Mendota and Fulton, Ill. Later 
he started a book and news store 
in Fulton and as the venture 
prospered, another store was | 
opened in the Lyons district of | 
Clinton. He sold this business | 
in 1905 and organized the Pat- | 
ent Novelty company that year to | 
manufacture a skirt hanger and 
long-handled dustpan. As pres- 
ident and general manager of the | 
business Mr. Dana made of it 
one of the largest manufacturers 
of mail boxes, fire shovels, and 
numerous other household items. 

For 17 years, Mr. Dana was 
a member of the Fulton school | 
board and city council. the Ful- 
ton Development Co., board of | 
health, secretary and treasurer of | 
the Electric Light and Power 
Co., the Fulton Industrial As- 
sociation, and more recently past 
president of the Kiwanis ciub | 
and director of the Whiteside | 
County Bank and the Fulton | 
State bank and for three years 
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| with McIntosh, Good & Co. of 


he served as president of the Ful- 
ton Finance Co. 

Surviving Mr. Dana are his | 
widow, two daughters, Mrs. 
Laurel Dana Cook of Washing- 
ton, D. C., and Miss Charlotte 
Dana, and a son, Eugene Dana. 


J. EDWARD GOOD 


J. Edward Good, 79, president 


|of The Hardware & Supply Co., 


Akron, Ohio, passed away July 
15. Death followed a heart con- 
dition that had become critical. 

Following the completion of 
his education Mr. Good entered 


the hardware business in 1884 


Cleveland. He then returned to 
Akron with the Page Bros. Co. 
This concern was one of the 


| predecessors of The Hardware & 
| Supply Co. It was succeeded by | 


the Standard Hardware Co. In 
1905 when The Hardware & Sup- 


| ply Co. was founded, Mr. Good 
| became its first and only presi- 
| dent. 


Mr. Good was also the first 
president of the Better Akron 
Federation. At various periods 
he served as president of the 
chamber of commerce and presi- | 
dent, of the Akron Council of Boy | 
Scouts. A past president of the 
University Club, he also served | 
for years as trustee of Kenyon | 
College. | 

Surviving are his widow, and | 


two daughters. 


WILLIAM A. JACK 
William A. Jack, 60, vice- 
president and sales manager of 


| the Isaac Walker Hardware Co., | 


wholesale hardware firm of | 
Peoria, Ill., passed away Aug. 
20, as the result of injuries re- 
ceived in an automobile accident. 

Mr. Jack had been associated | 


| with the Isaac Walker Hardware 


Co. for 42 years, having started 
his business career there as a| 


| clerk. He leaves his widow and | 


two daughters. 


CHARLES H. CLARK 

Charles H. Clark, 73, asso- 
ciated with Harmon & Dixon, 42 
Murray St., New York City, 
manufacturers’ _ representatives, 
passed away Aug. 15 after a 
brief illness. Mr. Clark had been 
associated with firm of manufac- 
turers’ representatives since its 
inception in 1890. Prior to that 
he was connected with the old 
firm of Sise, Gibson & Co., which 
business was liquidated in 1889. 
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Smooth as velvet is the finish on 
these Snips... but, it’s no smoother than 
the way their special heat-treated Blades 
“slice” through tough metal! Order yours. 


game ASK YOUR JOBBER “Wg 


THE PECK, STOW « WILCOX COMPANY 
Southington Since 1785 Connecticut 














THE SILVER KING 


BRINGS YOU PROFITABLE 


QUALITY BUSINESS .... 


This new, fine quality hammer, with the 
famous Cheney nail holding device, 
always makes an immediate, strong sales 
appeal to mechanics—everywhere. Its 
full polished, streamlined head, polished 
back of the eye and claw, with all edges 
and corners ground round and the tough 
hickory handle, shaped to give perfect 
balance and a free non-tiring grip that 
adds power to the drive are exclusive 
Silver King features. 


16 ounce size only. Retail price $1.50 ea. 


SILVER KING—The Pride of the Tool Chest 
More profit to the dealer—more 
satisfaction to the owner. 


HENRY CHENEY HAMMER CORP. 
Factory: Little Falls, N. Y. >. 

Sales Office: 302 Broadway, New York if 

Demonstrate the Silver King with the famous 

Cheney Soles Moker—the disploy-demonstrator 


that sells more ond more hammers in more stores— 
everywhere 





HOFFMAN ARMS CO. NOW READY 
| TO BUILD RIFLES-SHOTGUNS 


After three years of planning ) 
and preparation, the Hoffman 
| Arms Co., is now prepared to 
| build custom-tailored rifles and 
| shotguns at its factory at 314 N. | 
| Tyler St., Amarillo, Tex. The | 
| company announced that it is a | 
|complete firearms manufactory | 
| and that its rifles are not merely | 
assembled by Hoffman mechanics 
| but are completely built, with the | 
exceptions of the actions, which | 
are imported from England, at 
its Amarillo plant. Barrels are 
bored, rifled, and chambered; 
stocks are inletted, shaped and 
| finished; sights, butt plates, pis- 
| tol grip caps, barrel bands, sling 
swivels, etc., are manufactured by 
the company. 

The company is fully equipped 
|to manufacture rifles of every 
| caliber from .22 to .50. The fol- 
lowing calibers are ready for de- 
livery two weeks after receipt of 
the customer’s order; 22 long 
rifle — 220 Swift—250 Sav. — 
6.5mm — 7mm — 276 Dubiel — 
30°06-300 Magnum—375 Magnum 

404 Magnum—10.75-505 Gibbs. 
The following calibers are also 
ready but six weeks are required 
for delivery; 22 Hornet—218 Bee 

-219 Zipper—256-257 Roberts— 
270-280-30 Win.—30/40—300 Sav. 

-30 Newton—8mm—333 Jeffreys 

35 Whelen—400 Whelen. Shot- 





HOW TO SELL AND DISPLAY 
MINOR APPLIANCES 


A. S. Knapp, president of the 
Knapp-Monarch Co., St. Louis, 
Mo., thinks ‘it’s time for the 
minor appliance to take its right- 
ful place in the attention of the 
industry, the retail merchant, and 
the general public. 

/*There’s good reason for small 
appliances to be called ‘traffic 
appliances,” says Mr. Knapp. 
“For these small electrical ser- 
vants that do big jobs capture 
public interest, create store traffic, 
provide full-profit sales with an 
absence of trade-in headaches. 
| In addition, the small appliance 
has consistently paved the way to 
| sales of major appliances, such as 
refrigerators, washers, ranges, 
| etc. Used intelligently, they open 
| doors for home demonstrations. 
| It is important that the retail 
merchant handling appliances 
gives full attention to the major 
role being played by the smaller 
units.” 

Accordingly, Mr. Knapp has 
written a 32-page booklet, “A 
New Way to Sell.” Designed for 
retail merchants and their sales- 
men, it is packed with practical, 
workable selling suggestions— 








advice on store and window dis- 


guns are ready in gages 12, 28, 
and 410. The company is pre- 
pared to bore, rifle, and chamber 
barrels of any calibers not listed 
here. 

The Hoffman Arms Co. is the 
exclusive property of J. A. 





B. R. POLLEY 


Hedgecoke, sportsman-rancher of 
the Texas Panhandle. Mr. Hedge- 
coke has long been identified 
with the Goodnight Ranch, one of 
the largest Texas cattle holdings. 
B. R. Polley is manager of the 
company. 


plays—ways to build consistent 
monthly volume at healthy profit. 
Profusely illustrated, this little 
volume is available without 
charge to all merchants writing 
to the Knapp-Monarch Company. 





CENTRAL STATES ANNUAL 
DINNER PARTY, SEPT. 18 


The Central States Hardware 
Club, Chicago, will hold its third 
annual get-together dinner party, 
Sept. 18, before entraining for 
the Excelsior Springs golf tour- 
nament. The party will be held 
in the club’s private dining room 
and bar at Gus’ Restaurant, 420 
N. Dearborn St., Chicago. 

An afternoon and evening of 
entertainment will be provided 
with cocktails at 5:00 p.m. and 
dinner at 6:30 p.m., Chicago 
Daylight Time. Cost of tickets 
are $1.50 payable at the party. 





CAVERT & LIPSCOMB 
REPRESENT U. S. HAME 


Cavert & Lipscomb, manufac- 
turers’ representatives of Dallas. 
Tex., and Nashville, Tenn., have 
been appointed representatives 
for all of the southern states for 
the U. S. Hame Co., Buffalo, 
R.. ¥. 
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DEALERS VIEW HARDWARE AND HOLIDAY ITEMS 





The 23rd merchandise show of the Northern Wholesale Hardware Co., dealer-owned whole- 
sale house, was held in Portland, Ore., Aug. 4 and 5 with over 250 manufacturers presenting 
their lines of standard hardware holiday items to nearly 200 enthusiastic, independent hard- 
ware men. Officers of the Northern Wholesale Hardware Co. are: Tom L. Willis, president; 


Frank Travis, vice-president; C. J. Whiteside, secretary and treasurer. 


Other members of the 


board are Frank L. Taylor, Hedley Dingle, Hanford Mohn, and H. R. Brock. G. A. Hafertepe 


is manager and buyer. 





ADDITIONS TO ‘SMOOTHCUT' 
SALES REPRESENTATIVES 


Three additional representa- 
tives for the “Smoothcut” can 
opener have been added to the 
selling staff of the Regina Cor- 
poration, Rahway, N. J., accord- 
ing to an announcement made 
by Lannon F. Mead, vice-presi- 
dent and general sales manager. 

C. L. Hornaday, with offices at 
615 State Life Building, Indian- 
apolis, will cover Indiana, north- 
western Ohio including Youngs- 
town and Cincinnati and the Ohio 
River cities in Kentucky. Hugo 
Straus, with offices at 35 W. 
Grand River Ave., Detroit, will 
cover Michigan, and Calvin E. 
Saylor will travel western Penn- 
sylvania, southeastern Ohio and 
the District of Columbia. He 
will make his headquarters at 
546 S. Graham St., Pittsburgh. 

CENTRAL N. Y. DEALERS 

PICNIC AT ONEIDA LAKE 


Sixty hardwaremen, compris- 
ing members of the Central New 
York Retail Hardware Associa- 
tion and associates, enjoyed their 
annual August picnic at the 


Oneida Lake camp of Clayton H. | 


Flanigan, the Scattergood Baines 
of Minoa, N. Y., Aug. 14. 
Speed boat riding, a soft ball 
game in which the “Assorted 
Nuts” defeated the “Flat Head 
Screws” 117 to 83, and high-fre- 
quency refreshments, were fea- 
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| tures of the day. 





Headed by a| everybody within four miles to 
powerful accordion, those who | carry them back to ol’ Virginny. 
could sing and those who only | The members awarded themselves 
thought so joined in imploring | prizes supplied by suppliers. 


HARDWARE BOOSTERS 
HOLD FISHING PARTY 


Members of the Hardware 
Boosters and friends enjoyed a 
fishing party, Aug. 14, on the 
power yacht “Phyllis,” fishing 
within the sheltered waters of 
Great South Bay, Long Island, 
N. Y., and also trying their luck 
in the ocean off Point Lookout. 
While the intention had been to 
remain within the bay, the fact 
that the ocean was behaving itself 
nicely led the expedition out 
on the open sea. 

A plentiful supply of 
coffee, beer and_ soft 


sand- 
wiches, 
drinks, was available at all 
times. Championship honors, for 
the greatest fluke, 
went to Henry F. Bond, Brooklyn 
hardware dealer. Henry Etzold, 
Bronx hardware dealer, landed 
the first fish and the largest catch 
of fluke was that pulled in by 
John Gillen, Henricks & Howell, 
New York City, manufacturers’ 
agents. 

| The party was arranged and 
conducted by the entertainment 
| committee, of which Harry Fox, 
| Star Expansion Bolt Co., vice- 
Boosters, is 


number of 





| president of the 
chairman. Other members of the 
| committee are: Charles Pincus, 
| The Stanley Works; H. W. 
| Erickson, Ek Hardware Co., Inc., 
and W. W. Lewis, Fiwale Equip- 
ment Mfg. Co., Inc. 








MAUTZ PAINT INSTRUCTS DEALERS IN MERCHANDISING 








To the tune of “Roll Out the Barrel,” about 60 Wisconsin retail dealers of the Mautz 
Paint Co. met at the firm’s factory in Madison, Wis., to hear and participate in a discussion of 


modern merchandising. 


modern profit skyscraper with his 10 essential business blocks. 


A. J. Luther, retail merchandising and display specialist, built the 


Among them were massed 


displays in both windows and on retail counters; directing flow of store traffic to get cus- 
tomers in complete contact with all merchandise. Formulas on correct lighting and the estab- 


lishment of net profit index were defined. 


“Pol-mer-ik” linseed oils in cans and produced by Archer-Daniels-Midland Co., Minneapo- 
lis, Minn., was presented, dealers being shown how to overcome the losses of bulk selling 


of this product. Mr. Luther also explained the differences 
boiled oil and the extra values each brings to the paint job. 
buffet luncheon was served with Bernie Mautz and his force 


between polymerized oil and 
Following this presentation a 
as hosts. 
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LOW IN PRICE 








HIGH IN VALUE 








EASY T0 SELL 














FAIRBANKS ALL-METAL 
PORTABLE SCALE WITH 
STEEL-CLAD PLATFORM 





= is the scale that meets the demand 
on the farm, in shipping departments, tool rooms, 


factories, stores. 


It is Jow in price... high in quality ...and will 
give many years of accurate weighing service. 
Copper-steel alloy construction makes it the,most 
modern scale of its kind on the market. The afrow- 
tip single beam with center-indicating poise is 
made of noncorrosive aluminum alloy which can- 
not rust—cannot become difficult to read. All 
counterpoises, weights, stem and cup, bearings, 
etc. are rust-proofed by the Parkerizing process. 
Its easy-reading poise casts no shadows. And 
most important of all, it is backed by the greatest 


name in weighing. 


Available in capacities of 500 or 1000 pounds— 
with platforms 16’’ x 25’’ or 18’ x 27”. 

Low price doesn’t always mean anything—but 
when the lowest-priced scale on the market is a 
FAIRBANKS Scale—that means profits for you— 
if you stock the scale. Write Fairbanks, Morse & 
Co., Department 132,600 South Michigan Avenue, 
Chicago, Illinois. Branches and service stations 
throughout the United States and Canada. 


Id 
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RETAILERS WARNED ON SALES 
OF CHAMOIS SUBSTITUTES 


With the approval of the mem. | 


bers of the Sponge Institute, 5600 
32nd St., Northwest, Washing- 
ton, D. C., and the Tanners 
Council of America, New York 
City, Dr. Lewis Radcliffe, execu- 


| 


tive secretary of the Institute, | 
has made the following an- 
nouncement: 


“It has been found that many | 


retailers have been misled 
buying merchandise under 


into | 


the | 


name of chamois which cannot 


be resold as chamois. In many 


|or undersplit of sheepskin, 


instances the retailer has been | 


an 
he did not realize his misrepre- 


innocent victim inasmuch as | 


In of 
serving as a 


orders. one 


now 


and desist 
these cases 


| precedent the Federal Trade Com- 


mission ordered the respondent 

to cease and desist from: 
“Using the word 

alone or in conjunction with any 


chamois 


other word or words, in any 
manner whatever, to describe. 
designate, or refer to leather 


products not made (1) from the 
skin of the Alpine antelope or 
chamois, or (2) from the flesher 
oil- 
dressed and suede finished, pro- 
vided, however, leather products 


| made from the flesher or under- 


sentation to the public when he | 


offered skins which were sold to 


him as chamois in defiance of | 
chamois. 


rulings established by the Federal 
Trade Commission. 
is pointed out that ignorance of 
the law is no excuse, and the 


However, it | 


sale of inefficient substitute mer- | 


chandise is no way to hold cus- 
tomer goodwill. 

“The term chamois may only 
be used to describe the flesher 
or undersplit of a sheepskin, oil- 
dressed and finished, or 
leather made from the skin of 
the Alpine antelope or chamois, 
according to an announcement of 
the Tanners Council of America, 
New York. This definition, pro- 
mulgated by the Council, has 


suede 


been recognized by the Federal 
Trade Commission in two cease 


GILLETTE SAFETY RAZOR 
CONTINUES NEWS PROGRAM 


The Gillette Safety 
Corp., Boston, Mass., 
newed, for 13 weeks, the pro- 
gram, “Elmer Davis and_ the 
News.” The first quarter year 
period expired Aug. 6 and the 
increasing popularity of the pro- 
gram prompted its renewal for 
an additional 13 weeks, under 
Gillette sponsorship. From May 
10 to July 2 the program was 


Razor 
has re- 


broadcast over 83 Columbia 
Broadcasting System _ stations, 
every Friday and Sunday eve- 


| doubt 


| ated 


split of sheepskin tanned by a 
formaldehyde and alum process 
may be designated as _ white 


“In another case the respondent 
was ordered to cease and desist 
from using the words Chamois, 
Cham-O-Line, etc. 

“Retailers are warned when in 
to have the material ex- 
amined by a reputable authority 
such as the Tanners Council of 
America, New York City. This 
is important inasmuch as distress 
goods of pigskin and deerskin as 
well as leather skins which are 


finished to imitate chamois in 
appearance are still being un- 


loaded on unsuspecting retailers. 
Only a genuine chamois has the 
valuable qualities for cleaning 
and_ polishing.” 


num- 
series, 


interest,” this program is 
ber four in the Gillette 
preceded by sponsorship of the 
World Series Baseball games last 
fall—New Year’s Day “Bowl” 
football games and the Ken- 
tucky Derby on May 4. 


EIGHT MORE ENTER 
HOBART 25-YR. CLUB 
The Hobart 
Co.. Troy, Ohio, 
food preparing 
eight veteran 


Manufacturing 
manufacturer of 
machines, initi- 
employees 


| into the company’s Quarter Cen- 


| tury 


nings between 8.55 p. m. and 9 | 
p. m., Eastern Daylight Time. | 


Because surveys 
larger audience on Tuesday eve- 
nings, 
ship to the Tuesday and Friday 
broadcasts, as of July 2, thereby 
obtaining considerable additional 
coverage of the shaving public 
for the commercials on Gillette 
Blue Blades and the Tech razor. 

Elmer Davis, famous reporter 
and magazine writer, has built 
one of radio’s largest followings 
with his keen analysis of Euro- 


pean news. Specializing on 
broadcasting top-notch events 
events with predominant “man- 


indicated a | 


Gillette switched sponsor- | 


Club at the annual dinner 
held in the Hobart restaurant 
last month. The banquet and 
program was attended by 200 
members and guests of the club 
and the initiates were honored 
during the program with awards 


of certificates of membership. 
diamond pins and the annual 
three weeks’ vacation with pay 


which the company grants to all 
Quarter Century men. 

There are now 89 living mem 
bers of this veterans. 
An unusual the 1940 


group ot 
feature of 


| class was the fact that six of the 


|eight new members have 


spent 
their 25 consecutive years of ser- 
vice in the selling field 
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WESTINGHOUSE ANNOUNCES NEW 


Appointment of George H. 
Meilinger as sales development 


| 


| 


DEPARTMENTAL SET-UP 


ment of household refrigeration 
sales under the new set-up. He 


| 


} 


manager of household refrigera-| succeeds H. M. Butzloff, resigned. | 





GEO. H. MEILINGER 


tion was announced by T. J. New- 
comb, manager of the _ newly- 
created Household Refrigeration 
and Laundry Equipment Depart- 
ment of the Westinghouse Elec- 


tric & Mfg. Co., Merchandising | 


Division, Mansfield, Ohio. 

Mr. Meilinger, former refrig- 
eration Chicago, 
will be responsible for develop- 


supervisor in 


L. L. Shawber, manager of the 


| 


|laundry equipment department | 
| until it was combined recently | 
| with the household refrigeration | 


department, will become laundry 


| equipment product supervisor in | 


| 


the new department. S. G. Fisher, 
formerly in the dishwasher sales 
department, will become sales 


| development manager on laundry 


equipment. 





FISHER 


STANLEY G. 


Mill Supply Distrib. Relations Comm. 
Votes On Importance Of Subjects 


D. W. Northup, chairman of | they sell and a secondary line 


the Distributors Relations Com- 
mittee of the American Supply 


& Machinery Manufacturers’ As- | 


sociation, has announced the fol- 
lowing list of 17 subjects now 


which would be in the nature of 
a service line only; 12. Develop- 
ment of a typical and comprehen- 
|sive distributor-manufacturer 
sales contract; 13. Desirable dis- 


before the committee in order of | tributors’ buying policy; 14. Dis- 
their importance as voted by the | tributors’ small order losses; 15. 


association. This vote was taken | Routing 


missionary men; 16. 


for the guidance of the committee | Manufacturers’ buying policy, and 


in arranging its program: 

1. Methods for enforcement of 
resale prices; 2. Manufacturers’ 
3. Effective 
manufacturers 
sales- 


small order losses; 
methods used by 
to improve distributors’ 
men’s knowledge of how to sell 
manufacturers’ products; 4. Re- 
sale prices—should they be based 
on quantity or single discounts? 
5. How to get distributors’ co- 
operation to increase value of 
manufacturers’ missionary men; 
6. Proper method of conducting 
distributors’ meetings; 7. 
What is the best educational pro- 
gram to discourage distributors’ 
small orders? 8. Reciprocity; 9. 
Selective distribution; 10. Does 
the amount of margin given dis- 


sales 


tributors increase the sales effort | 


117. Proper signing of manufac- 


turers’ sales policy statements. 


HEADS NEW YORK OFFICE 
FOR LE PAGE'S, INC. 


Le Page's, Inc., Gloucester, 

Mass., (recently having changed 
its name from Russia Cement 
Co.) announces the appointment 
|of Richard D. Perkins as man- 
ager of its New York City office 
at 108 Spring Street. 

Mr. Perkins 
company in various 
pacities covering a period of 25 
years as salesman, field man, and 
as a department head. For the 
past 10 years, he has headed the 
Ohio and Indiana territory. 

Mr. Perkins will also represent 


has served the 
sales ca- 


and turnover? 11. Exclusive dis- | Victor G. Bloede Company and 


tribution as against distributors’ 
carrying a principal line which 
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Healey, Seaver Company, sub- 


sidiaries of Le Page’s, Inc. 





Now —a bath thermometer that’s accurate, safe, clever. It 
has the real novelty gift appeal. Inserted safely below the 
surface of a boat-shaped block of solid wood, it floats in the 
tub during the baby’s bath and keeps the mother constantly 
informed of the water temperature. 

Bobbing about, it also keeps the baby amused. It’s brightly 
colored (pink or blue harmless enamel) ; has no rough edges 
or sharp corners. 

A perfect gift item—novel, useful, attractive, inexpensive 
and handsomely packaged. Each thermometer packed in its 
own decorative gift box of metal foil. The unusually attrac- 
tive pink-and-blue display carton contains 6 units, provides 
big selling power in very small space. 











This attractive little folder, 
enclosed with each thermometer, 
gives full directions — and sells 
two additional models for you. 


Handsome display container holds 6 
individually boxed thermometers; only 
7” x4%y"x214" 


The Seal of Merit on every American 
product protects your customer, pro- 
tects you, 


AMERICAN THERMOMETER COMPANY 
St. Louis, Mo. 
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DEPENDABLE 


The Recognized Byword for 
Controlled Heaters ... 





A-P CONSTANT LEVEL OIL CONTROL 








Helps Sell Your Heaters 
and Keeps Them Sold! 


Isn't it a grand thing to know that once your 
Heater is installed in a home it will STAY 
there? And you can relax in the confidence 
that there will be no further need for expen- 
sive service. Perhaps you, too, have found 
out that A-P Controlled Heaters have a habit 
of giving you this kind of DEPENDABLE ser- 
vice—the kind that KEEPS THE HEATER 
SOLD. 

There’s a reason for this. Every A-P Control is de- 
signed and TESTED specifically for the Heater on 
which you find it installed. Another thing—with the 
A-P Fuel Compensator feature, you can quickly com- 
pensate for any difference in the viscosity of your 
local fuel supply BEFORE THE HEATER LEAVES 
YOUR STORE. 


Only A-P Controlled Heaters can be made 
COMPLETELY AUTOMATIC... 


A-P Controlled Heaters can be quickly and easily 
equipped for COMPLETELY AUTOMATIC HEAT 
REGULATION! This means faster heater selling to 
customers who appreciate this extra convenience. 
And it adds an extra sale and profit for YOU on A-P 
Automatic Control Accessories—the A-P Thermostatic 
Heat Regulator Sets, A-P Oilifter, or the A-P Oilifter 
Thermo Heat Regulator Set—all equipped with the 
new “Plug-In” Transformer. 


Sales Helps FREE! 


Write for your copy of the “‘A-P Album of Heater Selling’ 
and for A-P Merchandising Aids, Display Cards and State- 


ment Folders. 

%&For more satisfied users and additional profit, display and 
talk A-P Automatic 
months a year! 


Temperature Control Accessories 12 
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USHA RUSHES HOMES 
FOR WAR WORKERS 
Wasuincton, D. C.—Its pro- 
expanded to meet 
pressing demands of national de- 


| fense, USHA is going full speed 





to provide 
war workers. 


ahead 
homes for 


gress recently voted to let USHA | 


build and operate projects di- 


rectly as well as lend money to | 
local housing authorities. USHA | 
can now condemn land, and lend | 


all of the development cost of 
projects. 
(tearing down a slum house for 
every new one built) can wait 
until after the present emer- 
gency. Formerly, USHA could 


not build and operate projects | 


directly, could not condemn land, 


could not lend more than 90 per | 


cent of the development cost of 
projects, and had to require 
equivalent elimination within a 
comparatively short time. 


Even though handicapped by | 





the | 


sh-needed | : 
— —— | needed defense projects. Recap- 


Equivalent elimination | 


| Pensacola, 








USHA is 


program. 


funds, 
defense 


shortage of 
pushing its 


| Those local authorities that have 


been slow to utilize funds “ear- 
marked” for them months ago 
have seen these “earmarkings” 
transferred to the  urgently- 


tured funds already total $13,- 
500,000. They will be used in the 


|development of eight defense 
housing projects. 
Two large USHA-aided de- 


fense housing projects at Army 
and Navy air bases in the South 
(Montgomery, Alabama, and 
Florida) have been 
approved by President Roosevelt. 
They are now in preliminary 
stages of construction and will 
be rushed to completion. Thus 
far more than 150 communities 
all over the country have bom- 
barded USHA for aid in the con- 
struction of homes for Army and 
Navy personnel, or for civilians 


| employed in vital defense in- 


dustries. 


| ELECTRIC FENCE DISPLAY WINS 


PRIZE FOR ALLEN & JEMISON 


A window display of Prime|each group the following prizes 


equipment created and built by 
Robert Harbour, display man- 
ager for the Allen & Jemison Co., 
hardware firm of Tuscaloosa, 
Ala., was awarded a_ winning 
place in the recent display con- 
test conducted by The Prime 
Mfg. Co., Milwaukee, Wis. 

The contest was divided into 
three groups: dealers in towns 


of 2500 population and under; 
towns of 2500 population to 5000 
population, and dealers in towns 
of 5000 population and over. In 





were awarded: first, $75.00; sec- 
ond, $50.00; third, $25.00, and 
fourth to eighth inclusive, an en- 
graved pocket wallet. 

Dealers were required to build 
a display of Prime equipment in 
either their store window, floor or 
counter, and to send to the com- 
pany a photograph of the display 
accompanied by an entry blank. 
Judges were the company’s 
sales and advertising departments 
and members of its advertising 
agency. 





A prize winning window entered in the recently concluded 
contest sponsored by The Prime Mfg. Co., Milwaukee, Wis. The 
window was built by Robert Harbour, display manager for the 
Allen & Jemison Co., Tuscaloosa, Ala. 
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ANTI-STREAM POLLUTION 
BILLS PASSED BY CONGRESS 


(Washington Bureau 

of HARDWARE AGB) 
Two interstate compacts aimed 
at pollution abatement in the 
Ohio River and the Potomac 


River basins, the first anti-stream | 


pollution covenants ever to re- 
ceive Congressional approval, 
have been passed by both Houses 


of Congress and signed by Presi- | 


dent Roosevelt. At the same 
time the House delayed indef- 
initely enactment of the Barkley 
stream pollution measure by re- 
fusing to strike out the contro- 
versial Mundt amendment, which 
seeks to eliminate new sources 
of pollution by invoking Federal 
police powers. 

The first compact, which 
creates an Ohio River Valley Wa- 
ter Sanitation District, includes 
Illinois, Indiana, Kentucky, New 


York, Ohio, Pennsylvania, Ten- | 


nessee, and West Virginia as 
signatory states. The second in- 
terstate compact establishes the | 
Potomac Valley Conservancy Dis- | 
trict and will become effective | 
when the states of Maryland, 
West Virginia, Pennsylvania, Vir- 
ginia and the district of Colum- 
bia finally ratify its provisions. 
While the two compacts are 
similar in many respects, with 
the administrative agencies em- 
powered to make studies, advise, 
cooperate with other agencies 
and disseminate information on 
the harmful and uneconomical re- 
sults of stream pollution, the 
Ohio River commission is given 
power to institute court action 
for the enforcement of its orders. 
Advocates of stream pollution 
legislation in Congress hailed the 
action as an important forward 
step irrespective of whether the 
pending Barkley stream _pollu- 


tion bill ultimately becomes law. | 


They emphasized, however, that 
| Congressional approval of the in- 
terstate compacts does not repre- 
sent an adequate substitute for 
the Barkley bill but rather sup- 
plements the provisions of the 
measure. 

$2,300, 000 ALLOTED 

WILDLIFE PROJECTS 


(Washington Bureau 
of HARDWARE AGE) 


Apportionment of $2,300,000 | 


to the various states for projects 


to improve game conditions under | 


the Federal Aid to Wildlife Res 
toration Act has been announced 
by the Interior Department’s 
|Fish and Wildlife Service, and 
notices of the amounts to be 
apportioned to each state have 
|been sent to the Secretary of 
'the Treasury and the state fish 


|and game commissions. 
Michigan, with the largest ap- 
portionment, will receive $127,- 
| 399. Texas is second with $120.- 
| 297, and New York is third with 
| $120,163. Other large appor- 
tionments include Pennsylvania, 
$119,218; Ohio, $102,679; Cali- 
fornia, $60,515; and Indiana, 
$73,830. Because participating 
states are required to contribute 
25 per cent of the cost of proj- 
ects, the total federal apportion- 
ment of $2,300,000 plus state 
|contributions will make $3,066,- 
667 available for wildlife restora- 
fion projects this year. 
Congress, in its recent appro- 
priations to the Department of 
the Interior, set aside $2,500,000 
to aid the states in wildlife res- 
toration projects and for other 
purposes. Some $200,000, it is 
| estimated, will be necessary for 
the administration of the pro- 
visions of the Federal Aid act. 





mann COMMERCIAL CO. 


DOHR 
SAN FRANCISCO, 
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Officials of the Blackstone Corp., Jamestown, N. Y., manu- 
facturers of washing machines, give the “high-ball” signal 
for the first solid carload of new Blackstone automatic 
washers to be shipped from the company’s plant, and con- 
signed to Dohrmann Commercial Co., San Francisco, Calif. 





_GARA GE DOOR UNIT 





go 


Because Its 

| @O W0uRS EASIER To insTALL 
@ D0LtaRs EASIER TO BuY 

| © omy one unit To wAnDLe 


First, in 1930, came “‘Over-the- 
| Top” Door Equipment with its 
| revolutionary principle of op- 
| erating standard, vertical one- 
i piece doors, up and over-head 
|}in 3 SECONDS! In 1933 its 
| application to double-width and 
| heavy factory doors was an- 
| nounced. ») Then, in 1938, a 
lighter, less expensive model 
| brought the convenience of this 
| widely accepted equipment to 
the mass market. Now... 
crowning 10 years of sales suc- 
| cesses . . . comes the introduc- 
tion of No. 10 Complete Garage 
| Door Unit .. . “Over-the-Top” 
| Door Equipment at its best for 
|the modern home field. Here 
is a unit (door and hardware, 
complete) ... pre-fitted for the 
now standard-size opening (8’ 
wide by 7’ high) .. . lighter in 
weight ... quicker than ever to 
install (all holes bored for 
bolts) ... and easier than ever 
on the pocketbook of the pur- 








“Xi 





/ 

6 
ASPECIALLY BUILT DOOR PLUS 
“OVER-THE-TOP” DOOR EQUIP- 
MENT, COMPLETE... PREFITTED 
FORS WIDE BY7’ HIGH ee 








SIMPLE AS 















Door rises up and 
completely in... no 
‘awning effect!" 
Only 2” clearance re- 
quired above the 
opening. Rigid lifting 
arms are powered by 
heat-treated, oil 
tempered springs. 


Chrome Plated Lock 
A Selling Feature 
As regular equipment 
with the No. 10 Unit, 
the smart, modern, 
automobile-type 
handle-lock, with 2 
keys, is included. 


















The thirty-eight new machines, in this car, will be appor- chaser. Be the first to introduce 


tioned among several Blackstone-dealers in the San Fran- this money maker to your local- 
cisco area. In the picture from left to right are: Otto Carl- ity. Get the full facts on this 
i ; oh me i ; G selling sensation, NOW! 


son, superintendent; Lenna, president; Gunnard 
FRANTZ MANUFACTURING CO 


Oberg, research engineer; P. S. Moynihan, sales manager r Guarartecd BUILDWARE 
Dept. HA, STERLING, ILL. 


and Emmett Lawson, advertising manager. 
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Presenting Our Guest Editor 


N. D. PERINE 
Vice-President and Sales Manager, 


Pennsylvania Lawn Mower Works, 


Primos, Pa. 


Whose Subject Is 
The Cash Discount 


N business, as in gov- 
ernment, abuses creep in from 
time to time and, as this is election 
year. many of the political abuses 
will be aired by both parties on 
the speakers’ platforms, by radio 
and in the press, from now until 
November, so this might be an op- 
portune time to discuss just a few 
business abuses with which many 
of us are familiar. 

A short time ago, in looking 
through the June issue of the Cen- 
tral Manufacturing District Maga- 
zine (Chicago, Ill.) that came to 
my desk, I was interested in an ar- 
ticle written by Clarence Beecher, 
credit manager of Autopoint Co., 
Chicago, entitled “Why Cash Dis- 
counts?” It was well worth read- 
mg and should be passed along, so 
I will quote portions of it as fol- 
lows: 

“In the beginning there was a 
reason for the cash discount 
practice. It was an aftermath 
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of the Civil War and came about 
through the extensive use of 
notes and trade acceptances, 
then the basis of credit. After 
the war their value became ques- 
tionable in the public mind be- 
cause they could be paid in gov- 
ernment currency, and much of 
the government currency was in 
the form of paper greenbacks— 
‘war money. To carry on the 
war, these so-called ‘greenbacks’ 
had been circulated well into the 
‘flood stage,’ and thereby put at 
a premium other forms of 
money considered more secure 
and stable. 

“To add to the situation, new 
industries were developing and 
new merchants were springing 
up — evidences of the great 
process of reconstruction which 
followed the war. The limited 
banking facilities of the time 
could do little to improve the 
economic structure. Manufac- 








N. D. PERINE 


turers and merchants alike were 
none too flush with money. In 
many cases the sellers were 
obliged to finance these new 
merchants in order to promote 
the production and sale of the 
products of their developing in- 
dustries, which meant grants of 
long terms of sale, sometimes 
up to six months. To obtain the 
utmost from his capital, the 
seller induced cash payment by 
the offer of substantial discounts 
and so, out of necessity, was 
born the practice of cash dis- 
count. As time went on, bank- 
ing conditions improved, as did 
conditions in general, for the 
march of industry was steady 
and progressive, and as mer- 
chants became better able to 
handle their own affairs, terms 
were shortened and discounts 
reduced. 

“Today we have modern pro- 
duction methods, overnight de- 
liveries, overnight clearances of 


HARDWARE AGE 








_checks and drafts via air mail. 
Credits must be passed in short 
order. Still the cash discount 
has been allowed to hang on 
even though existing conditions 
definitely brand it as economi- 


cally unsound. With money 
available from our banks at 
anywhere from 21% to 4 per 


cent interest, and call money as 
low as 1 per cent a year, how 
can business today allow 2 per 
cent discount for payment in 
10 days? We all know that 
terms of 2 per cent 10 days; 
net 30, total as much as 72 per 
cent interest a year on pur- 
chases (considered as a finan- 
cial transaction on the part of 
the seller rather than an oper- 
ating profit of 2 per cent for 
the buyer). 

“At its best an unsound, out- 
moded business practice, the 
cash discount is still more ob- 
noxious when payments are ac- 
cepted with discounts, 10, 15 and 
even 30 days after the discount 
period. Sound business prac- 
tice demands rigid adherence to 
established terms. Any devia- 
tion from or exception to, such 
policy is a breach of faith with 
customers who are perfectly 
right in expecting equal and 
fair treatment with all other cus- 
Hence, if discount is 
a part of terms, it should be 
allowed only if bills are paid 
within the discount period. 
Otherwise a firm cannot consider 
itself a one-price house.” 


tomers. 


The Higher Rate 


In the above, Mr. Beecher refers 
to the high rate of interest accru- 
ing from the general terms of 2 
per cent 10 days, but he failed 
to mention the much higher rate 
of interest exacted from the seller 
when these terms are either ex- 
tended by agreement or not strictly 
observed by the purchaser. For 
instance, it is becoming common 
practice, whether by agreement or 
not, to interpret the cash discount 
to mean 2 per cent 10th of follow- 
ing month, or 2 per cent 15th of 
following month. Then we some- 
times see rubber stamps on orders 
“all shipments after 25th of month 
to date Ist of next month.” Fig- 
ured out, this means that on a 
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bill of goods shipped July 25, the 
buyer maitks the invoices as dated 
Aug. 1 and pays it Sept. 10 or 15 
less 2 per cent, or 45 or 50 days 
after the merchandise was shipped. 


Another growing abuse in busi- 
ness, though a petty one, is “col- 
lect telegrams” and “reverse tele- 
phone charges.” It seems to us, 
if one wants to use that means of 





Then some buyers, by paying | communication he should be will- 
ahead of the extended period, de- ing to “pay the freight.” It 
duct “anticipated time,” figured would be interesting to hear from 
usually at 6 per cent per annum. others on further abuses in busi- 


ness. 
Why Cash Discounts? a © 
We have heard of buyers owing Rural Program 
a substantial overdue account and Beaver Dam, Wis., recently 


named by some economists as one 
of America’s most typical small 
cities, stages a Farm City Get To- 
gether each year which has some 
It is sponsored by 


paying current bills less the cash 
discount which, in effect, is bor- 
rowing money from the seller to 
discount his bills. Many of the 
big steel mills and others have 
eliminated the cash discount, or 
restricted it to 1 per cent, and 
some to 14 of 1 per cent, for pay- 
ment in 10 days from date of pur- 


With 


fine features. 
the Chamber of Commerce, Junior 
Agricultural Association and the 
County Farm Extension Service 
and lasts two days. There are lec- 
tures, a rural school contest, a 
dinner, an afternoon program for 
the men, a coffee party for the 
women and a free dance in the 
This draws 


chase, and—*“no fooling.” 


so much idle money in the banks 
that can be borrowed at very low 
rates “why cash discounts?” is 
something worth while thinking 
about. 


evening for everyone. 
rural business to Beaver Dam. 


CLA JOR 
GLAM UR 


with MIAMI CABINETS 


People want glamour and beauty in their bath- 
rooms. For only a few dollars more, you can 
satisfy this want with the finer MIAMI CABI- 
NETS. These Deluxe creations lead in beauty, 
originality, completeness. They answer the 
clamor for glamour—at the same time add to 
your profitt—reputation. Write today for 
Catalog and prices. 


MIAMI CABINET DIVISION 


The Philip Carey Company 
MIDDLETOWN, OHIO 











A Colonial, all-mirror front, cab- 
inet equipped with demi-tubular 
light bracket, light switch and 
electric convenience plug. 


Projection type Cascade acces- 
sories illustrated below. 





44 ) & 


——_ 
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New and Improved Merchandise—Display Helps—Sales Literature— 


Kitchen Ventilator 


When guests come in at the front 
door they need no longer be greeted by 
tell-tale cooking odors from the kitchen 





{ 








announcing that dad is enjoying his fa- 
vorite corned beef and cabbage, or that 
the family is having their weekly fish 
dinner. This kitchen ventilator fits 
right over the top of the range to trap 
vapors as they arise and to whisk them 
out of the house through a vent pipe 
before they have time to invade other 
parts of the house. This feat is accom- 
plished by a powerful centrifugal ex- 
haust unit built into the top of the hood 
revolving at high speed. In addition to 
eliminating cooking odors, this ventila- 
tor has a patented built-in grease trap 
to prevent greasy deposits from accu- 
mulating on the walls and woodwork. 
The trap is removable for easy cleaning. 
A cooking light built in gives shadow- 
less illumination on the top of the 
range. The hood may be built into the 
cabinet work of the kitchen to harmo- 
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nize with the architecture. All vent 
pipes are concealed in the furring. 
“Vent-A-Hood” also may be installed 
into any kitchen over any type range. 
Current used in operation is claimed to 
be about equal to that used by a 50- 
watt electric bulb. Vent-A-Hood Manu- 
facturing Co., Dallas, Tex. 


All-Metal Ironing Table 


A new white enameled steel ironing 
table, fire-proof, warp-proof, and weigh- 
ing just one pound more than the aver- 
age wooden ironing board and priced 
to retail at $5.95, is announced by 
Vet-L-Top Tables, Inc., 1500 W. St. 
Paul Ave., Milwaukee, Wis. The top 
of the table is perforated on two-inch 
centers to permit escape of the heat 
and steam of ironing and keep the iron- 
ing pad drier. This is said to hasten 
the ironing operation and reduce the 
“jironing-board” wear on clothing and 
linens. Construction is metal through- 
out, without bolts or screws. The legs 
fold automatically, collapse the table 
into a package 3% in. thick. The man- 
ufacturer is offering as accompaniments 
an elastic-edge ironing pad, and a 
sleeve table also with ventilated metal 
top. Both list at $1. Now in produc 
tion with deliveries promised soon is an 
electric model of the ironing table. 
A 400-watt element is built into the 
channels of the table top. This speeds 
ironing by providing heat from below. 
Connections permit plugging the iron 
into a table jack. List: $9.95. 











**Rake-Master” Broom Rake 


May be used as a rake, fork, or 
broom. Maker states flexible flat spring 
wire teeth will comb all dead vegeta- 





disturbing 
tender young growth. Has 
extra long, smooth hardwood handle. 
Handle clamp is of heavy cold rolled 
steel, designed in two sections to enable 


tion and debris without 


roots of 


easy replacement of handle. Packed 
six heads to a carton; six handles to 
a bundle. Quasi Mfg. Co., 6041-51 
Grand Ave., Chicago, Il. 


Airplane Model Kits 

An addition to models manufactured 
by Cleveland Model & Supply Co., Inc., 
Cleveland, Ohio, is a line of six balsa 
model kits for building a vampire bat, 
dragon fly, flying fish, swallowtail but- 
terfly, blue jay and barn swallow. 
Maker states, all have been flight tested 
and give excellent flights characteristic 
of the prototypes. Each model is 25- 
in. wing span (rubber powered) and 
lists at 25 cents per kit as do the 
six new Class C (rubber powered) 
N.A.A. contest type models. Complete 
dealer information available on these 
new lines as well as all others. 
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Kerosene Pressure 


Mantle Lamp 


A new kerosene pressure mantle lamp 
of The Coleman Lamp and Stove Co., 
Wichita, Kan., operates on the same 





pressure principle as the Coleman gaso- 
line models, but uses kerosene for fuel 
instead of gasoline. It uses the same 
“Silk-Lite” mantles as are used on other 
Coleman lamp models. An inner mica 
globe protects the mantles from damage. 
The new lamp has new styling, new fin- 
ish, new attractive “Glasstex” parch- 
ment shade. The generator is equipped 
with a small alcohol cup by which the 
lamp is generated. Lamp retails for 
$4.95. 


Gibson Range Promotion 


Includes ads, free Protex hot dish 
pads and window displays as traffic 
builders plus a dramatic demonstra- 
tion and Pyrex Brand sets as sales stim- 
ulants. The Pyrex sets given during 
the promotion include an eight-piece 
set with the Gibson M model with a 
suggested retail selling price of $99.95; 
a 10-piece set with the J model retail- 
ing for $119.95; an 11-piece set with the 
K model to retail for $139.95, and a 17- 
piece set with the L model at $169.95. 
A big “Fiberglass” pillow to demon- 
strate Gibson’s insulation is given to 
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for Retail Hardware Stores 


dealers taking part in the promotion 
along with free broadsides, folders, 
window streamer sets, sales manuals 
and a promotion demonstration. Gib- 
son Electric Refrigeration Corp., Green- 
ville, Mich. 


Numeral Tacks 


For screens and storm windows. 
Made of copper and large enough to 
be readily seen without taking too much 
space. They are quickly and _ easily 
attached and removed by inserting a 
knife or screw driver under the num- 
ber. Single copper plated screen tacks 
sell at five cents retail, or double sets, 
10 cents. Made in brass, single sets 
retail at 10 cents a block, or double 
sets retail for 20 cents. Single sets are 
packed two dozen in a box and double 
sets are packed one dozen. Robert E. 
Miller, Inc., 35 Pearl St., New York 
City. 


15 


Put one on Window sill or door 10 
corresponding number on screen Cc 








Window Trims—New Packages—New Colors—Catalogs 


Six-Quart Covered Kettle 


Everedy Co., Frederick, Md.,_ is 
bringing out a brilliant, sparkling, 
chrome 6-qt. covered kettle, made of 





sturdy gage steel, triple plated and fin- 
ished in chrome exterior and Butler 
chrome cooking surface. Has straight 
sides and wide, flat bottom. Washes in 
soap and water just like glass or china. 
This item has a large bail handle with 
a cool, palm-fitting grip of ebonized 
wood. The construction of the modern 
square bead top edge enables the 
chrome lid to fit snugly. 


**Ess-An-Ee” Spiker 


Is light in construction and uses a 
pick action instead of the straight and 
down push, to eliminate the possibility 
injuring the operator’s foot. Diamond 
shaped tapered spikes, with four cutting 
edges, are said to force the soil away 
from the spikes instead of binding. 
Also said not to tear up the surface. 
Suggested retail selling prices, complete 
with handle, $4.25. Ess-An-Ee Mfg. Co., 
Tulsa, Okla. 
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Giant Panels of Fiber Board 


The Upson Lockport, 
N. Y., has introduced a new giant 8 x 
14 wall and ceiling material ideally 
adapted for modernization of stores and 


Company, 





offices. In addition to the giant size, Up- 
son strong-bilt panels are also furnished 
in standard sizes 4 ft. wide and 6 to 16 
ft. long. The panels are easily and 
quic kly applied over old walls and ceil 
ings, if the surfaces are level, and pro- 
vide distinctive interiors and back 
grounds for effective display of mer- 
chandise. Panels are approximately “s 
in. thick, and are said to combine 
strength, rigidity and high. insulating 
efficiency with a superior painting sur- 
face. A single coat of paint, maker 
states, is usually sufficient to give the 
pre-sized panels a hard, durable, wash 
able surface that is free from fuzz. 
fibers and grains. 


Victor 8-In. Fan 

This 8-in. home ventilator is manu- 
factured by Victor Electric Products, 
Inc., Cincinnati, Ohio, and is priced low 
to be within reach of even the most in- 
expensive homes. The “Challenger” is 
automatic in operation, powered by 
Victor motors, with ornamental grille 
finished in ivory; Silchrome fan blades 





and weather tight shutters. Attains a 
speed of 2000 r.p.m. and has a capacity 
of 425 c.f.m. It is guaranteed for one 
year against electrical, mechanical, and 
manufacturing defects. 


K-M Appliances 


The Knapp-Monarch Co., St. Louis, 
Mo., has added four new products to its 
line of 45 K-M electrical appliances; a 
new “Tel-A-Matic” iron, an electrical 
steam iron, a completely automatic pop- 
up toaster, and a four-in-one waffle iron. 
The “Tel-A-Matic” has an automatic 
control to regulate heat accurately when 
fabric to be ironed is dialed on con- 





venient selector; a patented element for 
quick heat and long life. Lists at $8.95. 
The “Steam King,” irons with steam 
and can be used for dry ironing too. 
Fabric selector in heel at rear of iron, 
where it remains cool and is not easily 
knocked out of preferred adjustment. 
maker states. Lists at $12.95. The 
toaster is completely automatic with 





genuine thermostatic controls instead of 
clock. Bread can be toasted to indi- 
vidual taste —“pops-up” when done. 
Lists at $12.95. The four-in-one waffle 
iron has separate controls for each pair 
of irons to allow settings for individual 
tastes. Signals when waffles are done. 





Bicycle Baskets 


The D. P. Harris Hdw. & Mfg. Com- 
pany, Inc., 99 Chambers Street, New 
York City, presents a new and complete 
line of five “Loop-Weld” bicycle bas- 
kets, featuring the “Angle Back” de- 





\ 


sign. Baskets will fit all bicycles re- 
gardless of type or shape of truss rods 
or other accessories. Styled in a man- 
ner that adds utility to eye-appeal, the 
“Angle Back” design is said to produce 
necessary clearance and add to cubic 
contents of basket. Another exclusive 
design feature is the all-wire clamp at- 
tachment to assure dependable and 
strong grip. Styled hub and fork braces 
are made of extra heavy gage steel rods 
and harmonizes with fork trusses. Posi- 
tive four-point attachment distributes 
weight stress to allow maximum sup- 
port for capacity loads and _ insures 
absolute rigidity, with no rattle, no 
slipping. 


New Fabric Helps Check 
Soil Erosion 


“Erosionet,” maker states, is a strong, 
economical, open-mesh fabric made of 
tightly twisted, paper twine. When 
placed over seeded surface, its one- 
quarter inch square mesh is said to 
form millions of tiny dams which catch 
and hold seed and sod firmly in place, 
and thus checks damaging ‘washouts” 
from heavy rains without cutting off the 
sunlight. “Erosionet” is also said to 


catch and hold moisture; to be rot-re- 
sisting. Can easily be removed when 
grass becomes 2% in. high. Available 
in rolls 45 in. wide. Bemis Bro. Bag 
Co., 601 S. Fourth St., St. Louis, Mo. 
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**Cadiliac”’ Hand Cleaner 


This new “Cadillac” hand cleaner has 
a powerful, extra size, scientifically bal- 
anced motor with self-aligning compo 
bearings. The six-blade fan it operates 





is said to provide an increased air vol- 
ume that accomplishes a remarkable 
off-the-floor cleaning job. The revolving 
Chinese bristle brush is easily remov- 
able for cleaning as is the dust bag. 
This cleaner model carries the usual 
Clements two-year guarantee. Clements 
Vig. Co. Chicago, Il. 


New Grand Clamp 


{ new idea in clamps has been de- 
veloped and put on the market ard is 
said to be a satisfactory solution to the 
old problem of creeping and shifting. 
This clamp, incorporates the standard 
clamp principle with an additional vise 
feature which, it is said, provides a pos- 
itive grip that eliminates all surface 
movement of the clamp or material un- 
der pressure. The clamp screw turns 
in a hinged bracket—the hinge acting 
as a fulcrum with the base of the clamp 
which has a vise screw working against 
it. This brings the main clamp screw 
directly down on the work—eliminating 
a turning, creeping, or shifting of 
work. It is claimed that the “Grand” 
clamp can be used in_ inconvenient 
places not accessible to ordinary clamps 
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and develops a holding power that pre- 
vents creeping or shifting even on ta- 
pered or irregular surfaces. This new 
clamp has extra slip-on jaws for clamp- 
ing pipes and rods and tubing, and is 
made in three sizes with openings 3, 4 
and 6 in. Grand Specialties Co., 3101 
W. Grand Avenue, Chicago, III. 


“Clip-Easel” Watch 

Combines features of pocket watch 
and table or traveling clock. Has 
leather-covered metal clip which gently 
but firmly grips fabric and holds watch 
securely in pocket, according to the 
manufacturer. For use as a clock, clip 
is snapped into easel position. Con- 


cealed spring device keeps clip steady. 


Numerals and hands designed to be 
legible. Westclox Division, General 
Time Instrument Corp., LaSalle, TI. 


Stove Light 

This stove lamp, No. 3100, will per- 
mit any housewife to modernize her 
own stove; to have a condiment set 
right at her finger-tips and will give her 
the much-needed light over the working 




















area. It can easily be attached to any 
stove. It is scientifically designed to 
give the proper spread of light over the 
working surface and when lighted, a 
soft diffused glow emanates from be- 
hind the chromium bands, while a soft 
light projects down over the stove. Said 
to be an exact match for either porce- 
lain or baked enamel stoves. The condi- 
ment set is of porcelain. Lights are 
priced to retail at $3.50 each. The 
Gregg Manufacturing Company, Fred- 
ericktown, Ohio. 





IF HE CAN USE 
A HAMMER 


CORRUGATED FASTENERS 


That’s why Acme Tack-Point Corrugated 


Fasteners are a fast selling item. They're 
used by so many people—homeowners, car- 
penters, cabinet makers — nearly everyone 
who works with wood! Just put the attrac- 
tive, convenient, 10¢ package on your 
counter and watch it go to work for you. 
You'll get a lot of extra sales—and repeat 
purchases, too. 


Acme Tack-Point Corrugated Fasteners 
make stronger joints. Available in two 
types, parallel and divergent, they can be 
used for repairing furniture, making screens, 
cabinets and other wooden articles. 


If your jobber can't supply you, 
write us direct. 





PACKAGED IN THREE POPULAR SIZES 


Fifty fasténers of one size to a box—4, x 4, 42 x 5, 
or %& x 5. The display cartons contain 12 boxes. 
For larger recuirements: standard cartons of 
250, 500 and 1,000 fasteners; boxes of 100 
fasteners, 10 boxes to a carton; and in 100 Ib. kegs. 


ACME STEEL COMPANY 


General Offices: 2838 Archer Avenue, Chicago, Ill. 
Branches and Sales Offices in Principal Cities 


MAIL THE COUPON 
FOR FREE SAMPLE BOX 








Acme Steel Company 
2838 Archer Ave., Chicago, III. 


Send me, without charge, a sample box of 
Acme Tack-Point Corrugated Fasteners. 
























*Ace” Padlock 


Revolving cam and sliding ball lock 
both sides of shackle to provide double 
Has 7-pin tumbler cylinder; 
shell to 


security. 


hardened prevent sawing 








through lock; also hardened center to 
prevent drilling; tubular type keys; 
steel, solid, seamless, 2 by 1%-in. rust 
proofed case. Heavy shackle. 
7/16-in. diameter, opening 1% in., self- 
locking. Maker states key combinations 
are practically unlimited. 
nished all alike or to any number of 


steel 










day packaged specialties. Include fast-moving bowl and beater 


sets... nut 


sifters . . . egg beaters . . . necktie racks . . . flower pot trays. 
All dressed to sell as popular gifts—AT NO EXTRA CHARGE. 


Act Today! 


WORCESTER, MASS. * 
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Locks fur- 


See Your Jobber / 


comes to town, “go to town” in a big way with Androck holi- 


meat choppers... onion choppers .. . flour 


THE WASHBURN COMPANY 


ROCKFORD, 


different changes specified. Furnished 
with 9-in. chain at additional cost. 
Chicago Lock Co., 2024 N. Racine Ave- 
nue, Chicago, Ill. 


*“*W axmaster” 


A powder for hardening and preserv- 
ing wax finish. Applied on wax with 
cheesecloth by simply polishing over 
the wax. Maker states it preserves all 








REG u & PAT OFF. 


A FASTER, EASIER WAY 
TO WAX YOUR CAR 
PATENT appLico FOR 
QuickLy HARDENS, SEALS 
AND POLISHES WAX TO A 
BRILLIANT, TOUCH WEAR 
RESISTING FINISH. SAVES 
HALE THE TIME AND EFFORT 
Contents 2 on. Net wt. 25 Co 


SA 


. tt wasnaasten opMeae j 


the protective wax coating and pro- 
duces a long-lasting briliant luster. The 
Waxmaster Co., Wellsville, Ohio. 


—S 








SALES OF ANDROCK HOLIDAY-WRAPPED ITEMS UP 248% IN 1940! 


Before Santa 










iLL. 


AS POPULAR 
CHRISTMAS GIFTS 







Pipe Fittings In Cartons 

The Grabler Mfg Co., 6565 Broadway, 
Cleveland, Ohio, is putting up its malle- 
able fittings in small, handy-size cartons. 
These small cartons contain anywhere 





from six to 50 Grabler fittings, depend- 
ing upon type and size, and bring to 
the merchandising of pipe fittings ad- 
vantages in stocking, storing, handling, 
etc., at no extra cost to the wholesaler 
or dealer. Now, 188 different sizes and 
16 different types of Square “Gee” 
maileable pipe fittings, both black and 
galvanized, are available in small car- 
tons. Label identifies type, size and 
number of fittings in carton. Cartons 
afford protection against dirt, rust, and 
damage. Lots of these small cartons are 
packed in master containers. 





Furniture Brace 


Said to be sturdily constructed and 
easily attached and insurance against 
furniture collapse, No. 7 chair brace, il- 
lustrated, consists of one equalizer, one 
round hole channel, one square hole 
channel, one bolt and nut, four angle 
head bolts or round head bolts, four 


yokehooks and two welded wires. These 
braces are furnished with wires and 
bolts to accommodate the different size 


chairs. The Witliff Furniture Brace 
Co., 4810 Lorain Avenue, Cleveland, 
Ohio. 


Ratchet Screw Driver 

This “Black Beauty” ratchet screw 
driver is 5% in. overall with a 2%-in. 
nickel-plated blade. Has black pear- 


shaped handle and is made to retail at 
315 


10 cents. Utility Hdwe. Corp., 
Berry Street, Brooklyn, N. Y. 
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“ABC” Washer 


Has sturdy, entirely new swinging 
wringer with large oversize balloon rolls; 
triple pressure selector with visible in- 
dicator; instantaneous touch release 





bar; turtle-neck tube of porcelain, giant 
capacity. French-type agitator with rub- 
bing surfaces on wings and base; en- 
closed silent gear mechanism; super hi- 
baked enamel finish; new frame con- 
struction—one-piece solid steel chassis; 
full-powered Westinghouse motor, rub- 
ber mounted. Altorfer Bros. Co., Peoria, 


Ill. 


“Plug-In” Transformer 


New “plug-in” transformer _ intro- 
duced recently by the Automatic Prod- 
ucts Co., Milwaukee, Wis., for use with 
its 240-ED Electric Auto-Heat Unit. 
The 240-ED is a complete kit which 
easily converts any manually operated 
Model 240-DR or 240-D2 standard man- 
ual constant level valve to an automatic 
unit controlled by a modern, electric 
room thermostat of the heat anticipat- 
ing type. Unit is merely plugged into 
the nearest twin receptacle, thereby 
eliminating the necessity of special wir- 
ing from the main line connections. 
Transformer has convenient low voltage 
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terminals for conversion top and ther- 
mostat. It also provides for greater 
flexibility in the placement of the 
heater in the room. Additional infor- 
mation on the A-P “plug-in” trans- 
former, or the 240-ED coversion set 
available. 


Utility Cloth 


This cheesecloth item, packaged espe- 
cially for the hardware trade, retails for 
10c., each package containing two full 
yards of 36-in. wide, natural unbleached 
cheesecloth for cleaning, dusting, polish- 
ing and wiping. Two bright, colorful 
labels. Each shipping carton of 144 


; | 
WN CLO7 Will lly 





, 
gaceet mu 
ining 


packages includes 72 of the red label 
and 72 of the blue. Chicopee Sales 
Corp., 40 Worth Street, New York City. 


*“Mirro” Windsor Sauce Pans 


These sauce pans by the Aluminum 
Goods Mfg. Co., Manitowoc, Wis., have 
no rivet heads showing or protruding 
on the inside. The pans have spot- 





PA { . 
welded handles and are _ perfectly 
smooth inside. This feature, together 
with the smooth “Sani-tite” rim, “Sani- 
form” handle, rounded corners and flat 
bottoms makes cleaning easy. There 
are one-cup graduations on the pan. 
They will be sold singly or in sets and 
special introductory prices will prevail 
during the campaign. Set consisting 
of 56, 1, and 1% qt. pans, retail price 
$1.39 per set. ($1.49 in extreme South 
and West.) 
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LANTERNS 


DIETZ LANTERNS 




























When emergencies arise, as they 
have a way of doing in all commun- 
ities, BE PREPARED TO MEET IN- 
STANT DEMAND with a good stock 
of DIETZ LANTERNS. 


Storms, floods, conflagaration, failure of 
current. These things happen without 
warning and create demand for Dietz Lan- 
terns. Every home should be provided with 
at least one ox more Dietz Lanterns to 
insure dependable light for purposes of 
convenience and safety. 

Dependable burn'ng under severest condi- 
tions, safe, indoors or out, economical 
(1 quart of kerosene burns 2 days and 
2 nights) giving a bright white light with- 
out diminishment. Yes, DIETZ will serve 
your purpose well — good quality, staple 
merchandise that never des on the shelf. 
—CHECK YOUR STOCK TODAY. 


100TH ANNIVERSARY 
R.E. DIETZ COMPANY 1940 
Law NEW YORK 


Output Distributed through the Jobbing 
Trade Exclusively. We Do Not Sell Chain 
Stores, Catalog Houses, or Syndicate Buyers. 
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All the Beauty of Cast 
and Polished Brass— 


Except in Price! 


Premax Hi-Caste 


HOUSE NUMBERS 





4002 Highland Ave., 


Stamped and embossed from 
heavy brass, this is one of the 
best sellers you can find. Packed 
in attractive display carton. 


Send for Sample and Prices 


remax oducts 


Falls, N. Y. 


Niegera 














There’s a Mine 
of Information 


vitally-important 
facts, live merchan- 
dising ideas and 
sales-producing 
methods in HARD- 
WARE AGE. Make 
it a habit to read 
your business paper 
regularly and thor- 
oughly. 
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Cylinder Type Cleaner 


A new cylinder-type vacuum cleaner, 
to be known as the No. 26 “Sanitaire” 
and to retail at $59.50, has been an- 





nounced by the Hamilton Beach Co., 
division of Scovill Manufacturing Co.. 
Racine, Wis. According to the com- 
pany, the most outstanding feature is 
the exclusive rug nozzle with “Magic 
Finger”—a nozzle within a nozzle that 
gets embedded dirt and picks up cling- 
ing surface litter such as matted dirt, 
lint, hair, threads, etc. Other features 
include: suction regulators on extension 
tube and upholstery nozzle; four-wheel 
carriage with swivel wheels in front; 
and full rubber mounted floor and wall 
brush with special swivel joint. Clean- 
ing tools consist of 7-foot hose swiveled 
at both ends; two 23% in. chromium 
plated steel extension tubes; “Magic 
Finger” rug nozzle; swivel floor and 
wall brush; upholstery nozzle; utility 


brush; radiator tool; liquid sprayer: 
bakelite gas dispenser; and Expello 
crystals. A convenient carrying kit 


holds the tools except the sprayer which 
is less frequently used. 


Improved Clothes 
Closet Fixtures 


Knape and Vogt Mfg. Co., Grand 
Rapids, Mich., has changed from a 
nickel-plated finish to a chromium. 
plated finish on its line of “K-Veni- 
ence” clothes closet fixtures. Line has 
also been redesigned to improve ap- 
pearance and construction features. 
Present round knobs on hat holders are 
replaced with half-round metal rests. 
Three-tier and two-tier shoe racks are 
hinged so that carton size is reduced 
about one-half. Chrome finish is offered 


Three New Games 


New games are “Bat-R- 
Up,” a baseball game, in 
two sizes to retail for $1 
and $2; an electric spell- 
ing bee, designed for chil- 
dren of school age as well 
as adults, to retail for $1, 
and “Tailspin,” which may 
be played by two, three or 
four players. All three 
games are attractively 
boxed, packed 12 to a car- 
ton, except the large-size 
“Bat-R-Up,” packed six to 
a carton. Stampit Corp., 


Brookfield, Ill. 


without price increases. “K-Venience” 
line now consists of 35 items to care 
for shoes, hats, ties, trousers, skirts, 
and other wearing apparel. Latest addi- 
tion is three different types of under- 
the-sink extension towel racks. An im- 
portant merchandising feature has been 
added to the No. 1166 genuine Batts 
wishbone hangers, which are now 
offered in sets of six to retail at $1.00 
per set. 


Combination Dryer-Heater 


A new electrical appliance manufac- 
tured by the Barton Corp., West Bend. 
Wis., is a combination utility cabinet. 
clothes dryer and bathroom heater. The 
size is 14 in. wide x 12 in. deep x 42 
in. high, and is intended for triple func- 
tion in the bathroom. An _ 1100-watt 


heat element, and a motor driven fan 
forces heated air upward to quickly 
dry those small garments which are so 





frequently washed in the bathroom. 
When not in use as a dryer or bath- 
room heater, the hanging racks serve as 
shelves for storage of towels, wash 
cloths, soap, toilet paper, and other 
bathroom necessities. The finish is 
baked white enamel. The cabinet is 
oriced to sell at $12.95. 





HARDWARE 


AGE 














Six Cu. Ft. Refrigerator 


No. CDU-630—has a sliding meat 
container, one-piece crystal plate glass 
shelf, two sliding vegetable fresheners, 
and a bushel-size tilt bin. Suggested 
retail selling price at the factory, 
$129.95, including five-year protection 
plan. Other features are: porcelain in- 
terior; automatic interior light;  all- 


copper freezing unit; thermocraft insu- 
lation; five shelves and two standard 








and two “Jack Robinson” cube trays. 
Gibson Electric Refrigerator 
Greenville, Mich. 


Corp., 


Grass Shears 


Blades are of hardened and tempered 
steel, riveted to the light weight alumi- 
num alloy handle and are properly set 
and ground for maximum clipping or 
cutting results. Maker states because 
of the set of the blades, grass, grass 
juices, dirt, ete., will not clog them. 
Spring steel spring permits disengage- 
ment of the blades for sharpening. 





Handles are riveted to the tempered 
spring steel spring, and are designed 
to permit a natural grasp of the clip- 
pers to make cutting easier and more 
natural. Suggested retail selling price. 
$1.50. Premier Tool Horks, 3123 W. 
Harrison Street, Chicago, II. 


Mechanic’s Light 


Micro-Lite Co., Inc., 44 W. 18th 
Street, New York City, has adapted the 
Du Pont “Lucite” rod that carries light, 
to make a practical, low-priced flash- 
light for mechanics. Light runs through 
rod and throws cold spotlight. Flash- 
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amel finish. 
light is individually packed. 


<“\ 
\ \ 


orful displays for window or counter 
are free with each dozen. Suggested re- 
tail selling price. $1 each. 


Automatic Gas Boilers 


{ new deluxe line of completely au- 
tomatic gas-fired boilers, designed for 
home owners and builders, has been an- 
nounced by the Westinghouse Electric 
& Manufacturing Company, East 
Springfield, Mass. The new type GBE 
units come in four sizes: Operating on 
steam systems they are rated at 300, 
390, 490 and 600 sq. ft. of radiating 
area. On hot water systems their rated 
radiation areas are 482, 632, 800 and 
965 sq. ft. Automatic controls require 
no operation and thermostatic tempera- 
ture control gives even temperature at 
all times. Steam boilers are equipped 
with a safety device that stops the gas 
flow in event of low water or excessive 
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steam pressure. The boilers are en- 
closed in steel jackets finished in silver- 
gray “Hammerloid.” Hardware is eb- 
ony and chrome finished. 


light case is solid brass with black en- 
Has special combination 
temporary and permanent switch. Each 


Two col- 





You're on the sales- 
winning team when 
you feature Master 
padlocks — because 
Master is always in 
there “pitching” for 
you . . . protecting 
Q your interests 
against cut-rate 
syndicate competition. To you this means: 
e More padlock value for less money 

@ No disguised brafds 


e Faster service on special locks 







e Economical jobber 
distribution 
a 
This proved No. 407 sales 


display free with purchase 
of the locks shown on it. 
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MILWAUKEE. WIS., U.S.A. 










GIL JOHNSON 


7 must be an in- 


centive of some kind for clerks in 
retail hardware stores to earn more 
money as they become better sales- 
men and this can only be provided 
through a bonus system or a profit- 
sharing plan. Most of the credit 
for our success in building up the 
volume in our stores must be 
attributed to the profit-sharing 
plan for managers and a bonus ar- 
rangement for employees. We have 
used these since we started the first 
store with a capital of $6,000 in 
Sidney, Mont., in 1916. 

All our stores are incorporated 
separately. Each managers owns 
some stock and participates in the 
profits of the business. Each em- 
ployee receives a bonus based 
upon his individual sales records 
in his own store. 

Our bonus program for em- 
ployees was finally developed after 
studying almost every other plan 
about which we could secure in- 
formation. We felt that the flat 
wage system for compensating 
salespeople was wrong in that it 
overlooked the most important hid- 
den asset in these individuals; 
namely, providing an incentive for 
employees whereby they could im- 
prove their earnings as they be- 
came more efficient in selling. 

Briefly, our bonus plan pays 
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rofit Sharing for 


By GIL JOHNSON 


Editor’s Note: — Mr. Johnson is owner-parttner in 
nine retail hardware stores throughout the North- 
west and also sales representative for Marshall- 


Wells Co., Duluth, Minn. 


These remarks were 


made before an Associate dealers’ meeting of 
the Marshall-Wells organization a short time ago. 


sales people 5 per cent commission 
on all items that sell for more than 
$4.50 retail, with the exception of 
special or promotional merchan- 
dise, or other low margin lines. 
Sales slips are sorted each day and 
a record made of each employee’s 
sales of items of $4.50 or over. 
The volume minimum of $4.50 ap- 
plies to the individual item not to 
the total of the sales slip. At the 
end of each month, salespeople re- 
ceive checks for bonus payments 
earned on sales of this type. 

All employees receive salaries 


varying from $50.00 to $100.00 


Ge © © 


Mr. Johnson 
is Owner-partner in: 


Small & Johnson Hdwe. & 
Furn Co., Williston, N. D.; 
R. J. Small, manager. 

Johnson Hdwe. Co., Sid- 
ney, Mont.; George and Carl 
Johnson, managers. 

Brujord Hdwe. & Furn. 
Co., Fairview, Mont.; Iver 
Brujord, manager. 

Stennes Co., Wolf Point, 
Mont.; O. T. Stennes, mana- 


ger. 

Marshall - Wells Stores, 
Glasgow, Mont.; Art Strom, 
manager. 

Froid Merc. Co., Froid, 
Mont.; Thure Westberg, 
manager. 

Strom Hdwe. & Furn. Co., 
Antelope, Mont. 

Marshall - Wells Stores, 
Plentywood, Mont.; Chas. 
McLaughlin, manager. 

Paus - Strom Hdwe. & 
Furn. Co., Scobey, Mont.; 
Ormond Paus and W. P. Mc- 
Daniel, managers. 


per month. Monthly salary is de- 
termined in each individual’s case 
by the manager of the store. The 
employee’s knowledge of merchan- 
dise, experience in selling, and 
value to the store in display work 
or other activities is taken into 
consideration in determining this 
base pay. We hold that a sales 
person’s base pay should not ex- 
ceed 10 per cent of his total sales 
if the individual is to be profitable 
to the company. 

We do not establish quotas for 
employees, but we do keep records 
of individual’s sales. Thus, we 
know those who are profitable to 
the store and those who are not 
paying their way from a sales 
standpoint. The incentive for sales 
people to sell more aggressively is 
the most valuable thing in this en- 
tire bonus plan. We had a delivery 
boy that we could hardly keep in 
the truck for he was so anxious to 
take his turn in the store where he 
could try for some sales on which 
he could make a bonus. 


Many of the features of our 
bonus plan were patterned after 
the plan used by J. C. Penney Co. 
This company, however, estab- 
lishes monthly quotas for em- 
ployees and pays 2 per cent com- 
mission on sales above this quota. 
J. C. Penney Co. salesmen aver- 
age from $15.00 to $30.00 bonus a 
month, while sales ladies earn 
from $5.00 to $15.00. Employees 
who have been with the company 
for at least two years receive an 
extra bonus. 


HARDWARE AGE 














Employees and Managers 


We found that in Montgomery 
Ward & Co., retail stores, sales 
quotas for the year are set up for 
each store and the manager re- 
ceives a bonus if he exceeds this 
quota. Managers also, must stand 
a share of the losses resulting from 
repossessions of merchandise. This 
makes for greater care in extension 
of credit. Sales quotas are also 
established for all departments in 
these stores. In some departments 
a commission of one-half of one 
per cent on all sales over 80 per 
cent of the department quota is 
paid into a special fund and this 
is divided among the employees as 
a bonus. Department heads, who 
receive the highest salary, usually 
receive the greater share of this 
bonus fund. In furniture and 
major appliance departments, a 
commission of 2 per cent is paid 
to employees on all sales over their 
quotas. 

In stores owned by Gamble’s, 
we found that clerks receive sal- 
aries of $60.00 to $95.00 per 
month and are paid a 5 per cent 
commission on certain major items 
—a system somewhat similar to 
ours. 


Because most chains use incen- 
tive systems, salesmanship in their 
stores is improving. They are 
overcoming one of their greatest 
weaknesses in selling with un- 
trained individuals by supplying 
an incentive to learn more and sell 
better and are developing em- 
ployees into good salespeople more 
quickly. 

Some examples of bonus earn- 
ings by some of our employees 
will demonstrate what individuals 
can earn in extra compensation. 
At our Williston, N. D., store, we 
pay one salesman $100.00 and 
another young man $65.00 per 
month flat salary. They also re- 
ceive a commission of 5 per cent 
on sales of items of over $4.50, 
with the exception of the few 
items mentioned before. 

To our surprise, the young clerk 
with practically no hardware ex- 
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perience and during the poorest 
business conditions since 1932, 
earned a bonus of $90.00 for the 
year. The other salesman in this 
store earned additional compensa- 
tion of over $200.00. Under more 
favorable business conditions these 
bonuses should amount to $200.00 
to $300.00 each year. 

In our Plentywood, Mont., store 
our employees have earned from 
$150.00 to $300.00 per year in 
bonuses. In our other stores we 
have paid men from $100.00 to as 
high as $500.00 bonus in a year. 

Perhaps the most important ad- 
vantage of the bonus and profit- 
sharing plan for salespeople and 
managers is that it produces a 
better margin for the store. Em- 
ployees seem to naturally concen- 
trate on and try to sell up to more 


profitable merchandise and_ to 


larger sales items which usually 
carry better profits. 

By all means, treat your em- 
ployees as company partners and 
it will pay big dividends. The 
hardware store has many items 
that sell for $4.50 and over. As 
a matter of fact, this represents 
quite a large portion of the items 
in the store. Bring these to the at- 
tention of your employees and 
they can profit and so can your 
store. 

For the merchant who wants to 
start this on a small basis begin by 
paying the 5 per cent commission 
on a limited number of major ap- 
pliance items in the store. Other 
lines can be added at any time. 
Treat your clerks as you would 
want to be treated. They are the 
future proprietors that will take 
our place as we wish to retire. 





STAR TUNGSTEN ALLOY BLADES 


il 


STAR Hack Saw Blades, hand and power, tungsten and ‘‘Moly” 


Inc., Middletown, N.Y. STAR Hand Blades 





Sell Star to satisfy customers, for 
satisfied customers come back. 


are packed in modern meta! boxes. STAR Frames are 


available in four types, all suitable for use with blades of all types and sizes 





are made by Clemson Bros 









Users like Kwik- 
Lite Oil Burner Wick 
because it lights instantly 
and lasts longer. The long fibre 

asbestos brings the fuel right up for instant 

ignition. You'll like Kwik-Lite because it sells 
easily—Satisfies old customers and brings in new ones. 
The attractive counter display carton is an effective silent 
salesman. Priced to sell. Attractive discounts for dealers. 


ee as 

Ask = = = 25 TEXTILE COMPANY. Inc 
pinpat a om Chicago. ae 
Jobber or | please send Kwik-Lite Sampies ; 
raptor the \vone - pasdisemeniamnsenssialeineneee \ 
OBR aceeeen 

COU PON ! jadress.. 
—_ ssncneaasaansmesszocnrassiscee = rok 
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CHOOL days are home cooking days, so all of 

your customers have real need of the safe, 
sturdy CHORE GIRL Pot Cleaner now, to clean 
stubborn, burnt-on and encrusted food from 
kitchen utensils and to safely clean milk equip- 
ment, etc., and to assist in doing the many daily 
chores about the home and farm. Knitted from 
a ribbon of pure copper she will not rust, shred 
or splinter. 
The CHORE GIRL ball shaped pot cleaner sells 
on sight, so keep her out where she can be seen 
and bought. And hear the tingle of those extra 
dimes in your cash register. 
Order a 2 dozen carton from your jobber today. 


P.S. She cleans eggs better. 





METAL TEXTILE CORPORATION x 
ORANGE NEW JERSEY 
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WILLIAM S. LINDE- 
SMITH, president of Wm. S. 
Lindesmith & Son, Inc., Alli- 
ance, Ohio, retail hardware 
firm, celebrates his 84th birth- 
day on Sept. 20 of this year. 
Born in 1856, he had his in- 
troduction to the hardware 
business on March 20, 1877, 
when he entered the employ 
of the Geo. Worthington Com- 
pany, Cleveland, Ohio. The 
following year he became as- 
sociated with the George 
Cooper Hardware Co. of the 
same city and in 1880 went 
to Pittsburgh with the Wm. 
Flaccus Oak Leather Co. He 
was also identified with the 


following firms in the order in which they are named: 
Grossman-Schetulker, Cincinnati; J. H. & F. A. Sells Co., 
Columbus; The W. Bingham Co., Cleveland, and the 
Smith Bros. Hardware Co., Columbus. He decided to en- 
ter the retail field under his own name and chose Alli- 
ance, Ohio, as the scene of his operations. At the present 
time the firm is prospering and according to Mr. Linde- 
smith, “We own our store property, homes and merchan- 
dise in our store.” In 1928 the business was reorganized 
and Mr. Lindesmith’s son, Stewart, was admitted as a 
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partner. Mr. Lindesmith is a director of the Alliance Hos- 
pital and was a member of the committee in charge of its 
building; president and a director of the Alliance Build- 
ing and Savings Co. He has served as a Grand Knight, 
Knights of Columbus; president and treasurer of the 
Knights of St. John and a trustee of St. Joseph Church, 
Alliance. He has also been secretary of the Alliance 
Business Association and a director of the Alliance Board 
of Trade, Chamber of Commerce, Alliance Chapter of the 
Red Cross and the Peoples’ Bank Co. of Alliance. His 
hobbies are his home, his church, his business and vaca- 
tion trips. 


ARTHUR G. ANDREWS, 
vice-president and western 
sales manager of The Wash- 
burn Company, Worcester, 
Mass., and Rockford, IIL, 
manufacturers of Androck 
hardware, kitchen tools and 
specialties, celebrated his 67th 
birthday on March 28, thus 
rounding out his 52nd year in 
the hardware business. Mr. 
Andrews, at the age of 15, en- 
tered the wire goods business 
with his father’s company, 
Andrews Wire & Iron Works, 
Rockford, IIl., “advancing in 
the Androck organization,” as 
he says, “from water boy to 
sales executive over a period 
of years.” In July, 1922, a merger was made with The 
Wire Goods Co. of Worcester, Mass., the corporate name 
being changed to The Washburn Company. “A Canadian 
by birth (Hamilton, Ontario, 1873) and an American by 
Act of Congress,” Mr. Andrews tells us he’s a “good” 
Methodist, a “poor” Mason, a rotten golfer, and a great 
lover of his job. But residents of Rockford and his hun- 
dreds of business friends all over the nation, will tell you 
that “Art” is as modest a man as you'll ever meet. 





ARTHUR G. ANDREWS 
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Offer this suggestion to 
gun and ammunition cus- 
tomers and be convinced 
that it really pays profit 
dividends: Point out the 
obvious—but often over- 
looked—need of proper 
cleaning equipment to keep 
firearms in top-notch con- 
dition. Have handy, in or 
near your gun and ammu- 
nition section, a display of 
Union Hardware Gun Im- 
plements — quality-built 
rods and brushes that will 
give years of valuable 
service. Gun users will be 
quick to appreciate the ad- 
vantages of this low-cost 
form of “better gun per- 
formance” insurance. Re- 
sult? Extra sales with very 
little added sales effort! 


Arrange with your jobber 
to stock or re-stock Union 
Hardware Gun Imple- 
ments. 


The line is complete and pop- 
ular priced. In addition to the 
items illustrated at the right 
there are many other styles of 
cleaning devices for all stand- 
ard gauges and calibres. Cata- 
log 8 describes them all in 
detail. Ask for your copy. 








| 


(Above, left) No. 141B, 22 to 


50 cal. Brass Cleaning Rod 
with threaded tip to take 
brass wire or bristle brush 
shown above, right. Below 
at the left is No. 95 hard 
wood Shot Gun _ Cleaning 
Rod. 10 to 28 and 410 ga. 


I 


(Above) No. 248 
bristle Shot Gun 
Cleaning Brush. 





s 


No. 248B is brass 
wire Brush. 8 
to 28 and 410 ga. 
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a: , : : 
Window streamers (60 in. by 16 in.) and vertical side pieces (each 60 in. by 16 in.). Designed 
for dealer window display—printed in royal blue, deep red, and bright yellow. 








PAY-BY-THE 
MONTH PLAN 














FHA Cooperates 


with 


Building Industry 











Drive for new fall business is 


inaugurated. “Fix Up Your Home! 


Modernize” is again the slogan 


HE building industry is 
now carrying on a drive to 
promote property modern- 
ization and repair with an eye 
toward stimulating new fall busi- 
ness on the “pay-by-the-month” 
basis. It will again stress “Fix Up 
Your Home! Modernize” and con- 
venient monthly payments on the 
FHA plan of installment buying. 
Considerable volume of business 
was developed under this plan last 
year, since FHA figures prove that 
about 3,000,000 loans were made 
representing something like $1.- 
100,000,000 worth of property im- 
provement. Applications for this 
type of loans seem to be steadily 
rising and at present average 
about 10,000 a week. This in- 
creased activity indicates that the 
public and the lending institu- 
tions, as well as business men are 
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coming to realize and avail them- 
selves of the benefits offered by 
the FHA plan. 

Industry is approaching FHA 
with cooperative suggestions, and, 
in line with these, FHA is again 
preparing literature and display 
material for the trade. This will 
be available at headquarters in 
Washington, or through FHA’s 64 
field offices. All! of this is avail- 
able to all dealers wishing to be 
identified with the national mod- 
ernization program. Merchants 
should order this material as soon 
as possible. 


Display Pieces 


The window display pieces of 
particular interest to retail hard- 
ware dealers are designed to be 
used separately or as a unified 


display, 


and may be 
adapted easily to the needs and 


window 


display facilities of individual 
dealers. They are printed in dark 
red, blue, and yellow. A descrip- 
tive folder suggests how to arrange 
the material attractively in win- 
dows. 

Specimen newspaper advertise- 
ments are also available for the 
dealer’s use and local newspapers 
will have the proof forms and 
In addition, manufactur- 
ers, dealers, and others will be pro- 
vided, upon request, with scripts 
and commercial radio announce- 
ments by which their products may 
be tied up with the national pro- 
gram for home and business prop- 
erty modernization. 

Any of the 10,000 lending agen- 
cies now holding contracts of in- 


mats. 
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4 
SUGGESTS 


C; 
3 BUTTS TO A DOOR 


NO NO NO 1 
o| SAG ol] WARP o| STICK 























50% MORE SALES FOR YOU , O 
100% SATISFACTION TO HOME OWNER 


The third butt guarantees a door that will 

swing free for years to come. It protects 2 

against costly repairs. It’s extra profit for 

you and extra satisfaction for your customers. a 


McKINNEY MANUFACTURING COMPANY : PITTSBURGH, PA. ~* 
Pr 


























PROFITABLE 
= = for You 


and your 


customers 






Insist on Genuine 


BROWN & SHARPE 
HAIR CLIPPERS 


—The Choice of Professional Users 












Write for catalog—Brown & Sharpe Mfg. Co., Providence, R. I. 
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GARBAGE 


very he ature Shown below isl xclustvely its PATENT 
Own Besull-F very Advantage Yade Possible WO.1,756,585 
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NO CRACKS OR PROTRUSIONS 
PRESSED INTO 70 RETARD CLEAN DUMPING 
2°x/a BAR IRON 
THE ONLY CAN ADF 
EMBODYING THIS FEATORE 
PARE IT POSSIBLE 


“UNCLE SAM" says 


At last I know what I am buying!!! 
This Can has my approval for 
Tye FeaTuRe THAT euimnarts ot? weuet Standardization, Sanitation, Size, 
GIVES STRENGTH ANO wat pe COPPOS Capacity, and Nestability. Simpli- 
Searr 16 B0ev Picard traets fies and Economizes Handling, 
Storage, Shipping and Cleaning. 





Order the “Uncle Sam” from Your Jobber—if he cannot supply, write us. 


Remember "REEVES" on your wants of Wash Tubs, Water Pails, STEEL ano MFG. co 
Stock Pails, Cement Pails, Fire Pails, Stove Boards, Self Drain Laundry DOVER OHI 


Units, etc. Top quality — popularly priced. 
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60% Virghy lead. qecrainn te A.S.T.M. 
Class A sperieatio A.S.T.M HE new ALLEN Parlor Furnaces dramat- 
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se Dave Saco -aatiie | Class A | ically demonstrate that ALLEN has cre- 

ly for 15 years, “4. specifica- | ated Oil Heaters to meet modern standards of 

DISPLAY CARTON MAKES Sens? Ne home comfort, cleanliness, convenience and 

IT EASIER THAN EVER d beauty. 

TO SELL SURE-FLUX. wonder They are original in design and construction; modern 
every d ay in engineering, dependability and economy. They 
more deal- are fast selling merchandise for this rapidly growing 

. market. 
ers switch Write for the story of the “Twin-Eight” and “Twin- 
to SURE- Ten,” with “Super-Charger” burners; the “Air Con- 


ditioner” fan; and the exclusive business-getting 

sales plan back of them. See them at space Number 

513-A, American Furniture Mart. 

ALLEN MFG. COMPANY -« Nashville, Tenn. 
Established 1867 


FLUX. 
New York SolderCo., Inc. 





15 Crosby Street 
New York, N Y 
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surance with the FHA will be glad 
to cooperate with dealers who refer 
to them modernization prospects. 
They will also be able to supply 
FHA literature and printed forms 
as well as information about the 
FHA Plan. 

It is to the interest of every 
member of the building industry 
to be thoroughly familiar with the 
workings of the FHA Plan of 
Property Improvement Loans. 
Briefly the plan is this: 


Applying for Loans 


The applicant for the loan must 
have an adequate income and own 
the property or hold a lease that 
runs at least six months longer 
than the term of the loan. The 








charge for these loans cannot ex- 
ceed a discount of $5 per $100 
face value of a one-year, monthly- 
payment note. The feature that 
appeals most strongly to the mod- 
ernization prospect is the fact that 
the loan is repaid in equal month- 
ly installments suited to his in- 
come. FHA’s average insured loan 
amounts to about $400. Dealers 
who have profited most in the past 
by these $400 jobs have stressed 
the fact that it only costs the pros- 
pect $12.78 a month. 

The cost of both labor and 
equipment may be covered by the 
loan. This may include repairs, 
remodeling, decorating, landscap- 
ing, and the installation of new 
plumbing, heating, or wiring sys- 
tems. 














Poster (28% in. by 38% in.). Designed for dealer window display. 

Printed in royal blue, deep red, and bright yellow. Poster and streamers 

are a part of Window Display No. 5 available on direct request to 
FHA, Washington, D. C. 
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Your Customers 


WILL LIKE THIS 
VLCHEK 


PUNCH AND CHISEL SET 


% It’s a handy, all purpose set con- 
sisting of two sizes of chisels, two 
sizes of solid punches and center 
punch—with metal band container 
in red. * 


These chisels and punches are 
made of high carbon steel, forged 
and tempered—for tough use. They 
sell fast. 


Ask for catalog and prices on the 
customer-creating, profit-producing 
Vichek line. 


THE VLCHEK TOOL CO. 


3001 E. 87th St. Cleveland, O. 


QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS 


VLCHEK 
TOOLS 
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McGUIRE'S NO. | LAWN RAKE 




















BUILD CONSTRUCTED IN AMERICA 
REPEAT nae - 
BUSINESS 

ecause 
WITH of 
CARLTON EXTREME 
WARE LIGHTNESS 






Every tooth does its 


share of the work. The 


Start now to build a business that will bring stead- firmly secured polished 

ily increasing profits from year to year. With wooden handle is prac- 

Carlton Stainless Steel Ware you will find first sales tically split proof. Three 

easier, with good profit, and repeat sales inevitable. eile 18’. 24’. 30” 

Lovely design, ease of cleaning and durability keep st gd i 

women coming back for more Carlton Ware until Also a popular line of 

aa —— are fully equipped. Order of your ordinary bamboo rakes to 

pameaneestonaiapis retail at competitive prices. 
The Carretiten Mobel Pretnete Co. Ask your Jobber. If he is not 


You Can Best Meet the Trend to Stainless Steel with supplied, write to us. 


fon Un ON Naa 688 THEGEO.W. McGUIRECO. @ @ 


WHITESTONE, LONG ISLAND, N. Y. 
ee Be. o = of ee ee 














A New 
Seroll 
PY aw 


ADDED TO THE ARCADE LINE 


No. 45... a 16-inch Scroll Saw with heavy cast-iron frame 
cast in one piece . . . an especially desirable feature as it | 
reduces vibration to a minimum and insures alignment of | 
the operation mechanism. The heavy cast-iron table is 10 x 
10 inches, mounted on a double trunnion with machined 
ways, quickly adjusted by hand wheel. 


Quik flame 


peeestO nd KID pedomabas WICKS 





Other specifications . . . thickness capacity 2%”; overall 
length 25”; overall height 21”; overall width 11”; capacity 
16”; cuts diameter circle; bearings bronze oilite; table tilts 
45 degrees; finish light gray crinkle; shipping weight 55 Ibs. 


A high quality tool retailing at the very reasonable price of 
$22.50. Write for catalog and complete information. 


AKCADE “a0 Shawnee St. THE RAYBESTOS DIVISION 


FREEPORT, ILLINOIS OF RAYBESTOS-MANHATTAN, INC. BRIDGEPORT, CONN. 


HARDWARE & TOOLS 
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Bill and Marge Discuss the Subject of 


Domestic Economy 


5, CK! Smack! 


Bill: Hello Darling! 
Marge: Hello Sweetheart! 


Bill: Let me take the wheel. 
Marge: You look tired. 


Bill: Yes, I have had a hard day. 
Marge: I’m sorry—you poor boy— 
drive up to the X-Y-Z store, I must 
buy some groceries. Let me have 
some cash—I’m short. 


Bill: Sure, here’s a ten-spot. I'll 
find a parking place. It’s crowded. 
Look at the cars. X-Y-Z must do 
some business. Don’t be long. 

* * * 
Marge: Put the packages in the 
back of the car. Sorry I was so 
long, the place was crowded. All 
the women in town trade at the 
X-Y-Z. 
Bill: I watched you through the 
window. Saw you push the two- 
story wagon. Saw you make your 
selections. Great stuff—X-Y-Z makes 
clerks out of their customers. You 
buy on your own time. Now with 
our car I am the delivery man. They 
save cost of truckman, gasoline, 
claims and lost goods. Great stuff 
I say. 
Marge: Yes by these savings they 
can sell cheaper. All the women are 
buying from them. But—it’s queer 
—you wouldn’t think so. When I 
pick out goods for myself I actually 
buy more than if I had a clerk 
waiting on me. I suppose it’s be- 
cause I see so many things I need 
as I push the cart around. With a 
clerk I just give him my list and 
quit. I don’t look around. 

* * * 
Bill: You know, Marge, I’ve been 
thinking. Did you ever think real 
hard, I mean to think right through 
to the end of a problem? You know, 
Marge, thinking like that hurts. 
Your mind wants to run off on side 
issues all the time. 
Marge: Bill, you frighten me. You 
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A playlet which brings home the 
fact that independent dealers 
are the backbone of a community 


By SAUNDERS NORVELL 


look as if your thinking wasn’t plea- 
sant. We are so happy together why 
worry ourselves thinking. 

Bill: Now Marge, I do feel like talk- 
ing seriously tonight. 

Marge: All right go ahead if it will 
make you happy to be unhappy. 
Bill: Marge, have you ever sized up 
this town recently? Have you no- 
ticed what is happening? 

Marge: Can’t say I have. It just 
seems to me as the same old town— 
but I do love it. 

Bill: But it isn’t the same old town. 
It has changed very much indeed. 
While we drove up from the station 
and while I waited for you at the 
X-Y-Z store I was studying our 
town. 

Marge: Ali right Bill—take the 
stage I'll listen. Ask questions when 
you need help. 


Empty Stores 


Bill: All right, now listen. One store 
in five in this town is empty and for 
rent. Proprietors and clerks are 
gone or they are out of jobs. Eighty- 
five per cent of the taxes are paid by 
property owners. I just received a 
circular from our _ Taxpayers’ 
League that has tables on taxes and 
they have increased every year for the 
past seven years. More taxes, higher 
taxes, and fewer people — empty 
stores—to pay them—We have built 
hard roads—issued bonds—and the 
interest must be paid. We have 
built fine schools, and other public 


buildings, issued bonds and the in- 
terest must be paid. 

Marge: All right, but don’t we en- 
joy these roads and public improve- 
ments? 

Bill: Now, Marge, please wait, I 
want to work down in my thinking 
to just where we get off. 

Ten years ago we built this house. 
House and lot cost $15,000. We put 
on a mortgage of $10,000 at 6 per 
cent. I’ve cut the mortgage down 
to $8,000. I’ve paid interest and 
taxes—taxes increasing year after 
year, repairs, painting and all that. 
We have helped support the church 
and. other local institutions. Just 
figure it out—just a lot of money for 
us. 
Now Marge, here’s the point. The 
mortgage is fixed—nothing brings 
it down but payments. The taxes 
have increased 40 per cent in 10 
years. 

Last week I called on Merrill our 
leading real estate broker and asked 
the real cash value of our place 
today, and he said I would do well 
if I could get $7,500 for it. Think 
—not as much as our mortgage. 
“Why?”, I asked. He answered, 
“Look at these empty stores—Fifty 
homes in this town are in the hands 
of the banks and trust companies— 
rents are off 50 per cent. Just try 
to rent your place—just try to sell 
it and you'll learn something.” 
Marge: That’s a terrible picture, but 
what can we do about it? 

Bill: Just wait Marge—I’m getting 
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to the point. [ sat in the car today 
and watched you buy at the X-Y-Z 
store. You were their clerk and I 
was their delivery man. What I 
want to know is just how much you 
think you saved buying there? How 
much for instance do you think you 
save in. a month? 

Marge: I'm sure I save 25 cents a 
day. The other day I saved I cent a 
pound on 10 pounds of sugar. You 
see it was a “sale’”—that was 10 
cents on sugar alone. 

Bill: All right—now let's .see—sup- 
pose you're right. Suppose you do 
save 25 cents a day—that’s $7.50 a 
month—that’s $90.00 a year. But if 
such stores drive all the other mer- 
chants out of town we might as well 
live on a farm. 

Don’t you see, Marge, that all the 
profit from businesses like the X-Y-Z 
leaves town? Nothing remains here 
but what they pay in expenses. 

My dear, the way I figure it out 
while you save $90.00 a year—which 
I very much doubt—it is costing 
us $7,500 in the value of our prop- 
erty. That’s $750.00 a year in 10 
years. 

Another angle in that many of the 

people forced out of jobs by women 
saving cents go on relief and so add 
more to our taxes. 
Marge: Go ahead, Bill. I sometimes 
think you usbands don’t talk 
enough to your wives about your 
business—so tell me just what you 
do think about our town’s problems. 
Bill: All right. It’s a long story, but 
we should think it out. First of all, 
the concern, for which I work, gets 
almost all of its business from the 
independent retail merchant. If he 
passes out, we pass out. Therefore, 
from a point of “enlightened selfish- 
ness” we should do all we can to 
support them. Besides, it’s only fair. 
They support us; why in turn 
shouldn’t we support them? 

We will all admit that the inde- 
pendent dealer does these things to 
help his town—occupies more stores, 
has more homes, is a greater con- 
sumer himself, helps support 
schools, hospitals, churches, institu- 
tions, newspapers, good roads 
police, and besides that makes the 
cultural life of the community. The 
money he makes stays and is re-in- 
vested in the home town. It means 
more and better homes—in fact, a 
higher standard of living—more and 
better paid jobs. Independent deal- 
ers mean a higher quality of people. 
A man and his wife or sons who run 
a business of their own naturally 
are more intelligent than some “man- 
ager” or “clerk” who simply fol- 
lows orders from some distant head- 
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quarters office. If we are to have 
local banks, and real estate brokers, 
doctors and lawyers, we must have 
a lot of people and more people nat- 
urally the more business for all. 
Marge: But what is the answer? 
Bill: The need, as I see it, is town 
organization. You can’t force people 
to do things, but you can inform and 
persuade them. They should be told 
that empty store rooms and empty 
houses cost every citizen, not cents, 
but dollars. Now you can’t get your 
local papers to print such doctrines 
because the X-Y-Z stores advertise. 
This means the independents must 
have their own newspaper or a 
paper that has backbone enough to 
tell their story. Just let the people 
and the dealers of the town unite on 
a program and what a change you 
would see. 

In our business in the city I see 
some interesting things. Our house 
is a member of several groups and 
has found there’s more money in 
pulling together than fighting each 
other. We have learned that an in- 
dustry can be destroyed or built up 
by its own members. 

Marge: .That all also seems logical 
and self-evident. 





Bill: Yes, but none are so blind as 
those who have eyes and will not 
see. In our own business we note 
in our sales and credit departments 
that there’s a great difference in 
neighboring towns. In one town the 
merchants are prosperous and pay 
their bills, while in the next town 
it is just the opposite. They are on 
the edge of bankruptcy and very 
poor credit risks. 

Marge: With the same opportunities 
why should this condition exist? 
Bill: Because in one town the mer- 
chants work together for the com- 
mon good. Their slogan is “The 
Town First, Individual Interests 
Second.” In the other town they are 
all selfishly fighting each other, 
backbiting, cutting prices, bad feel- 
ing, jealousy and all that. As a 
result of this the whole town is on 
the down grade. No self-respecting 
dog would live in the place. 

What this town needs is first a 
survey—Let’s get all the facts—then 
all the people and the dealers should 
go to work together to build up a 
better town for everybody. 

Marge: But how can you make 
people do things? 
Bill: You can’t, but you can educate 





FLUORESCENT LIGHTS INCREASE 
ILLUMINATION THREE-FOLD 





New fluorescent lighting units installed by Ayers & Jenkins Co., 
Rochester, N. H., have increased the illumination in the store three 
times. Current consumption is approximately the same as with the old 
lighting fixtures so electric bills are no higher than before. 

“A great many of our customers remarked about the new lighting,” 
said A. E. Jenkins, a partner in the business. “Merchandise displays 
are much more attractive and we are securing a lot of word of mouth 
advertising as a result of this change. Our store is up with the other 
well lighted stores in the community and this new lighting has made 
this possible. New fluorescent light fixtures were installed without any 
change in present wiring. Two rows of lighting units were installed 
the length of the store. Each unit is operated with an individual pull 


cord. 
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them. You can dig up the facts. | 
You can convince with facts and 
after all there is one of the greatest | 
powers in the world you can harness 
to help carry out your plans. 
Marge: What is that? 

Bill: Public Opinion! 

Marge: It all sounds great. Bill, 
why don’t you have a meeting with 
some of our best men and start the 
ball rolling. I’m all thrilled. We 
will get all of our preachers, and 
Rotary and Lions and Kiwanis to 
actually work for the town! 

Bill: Not so fast. Not so fast. We 
don’t want to start with a lot of 
talk. First we must have a town 
study. Then a program based on 
facts and then the quiet talk based 
on our studies. 

Marge: But what about politics? 
Bill: We don’t let politics run our 
business in the big town. We run 
our own business on facts. Towns 
should be run just like a great cor- 
poration. Getting the best out of a 
town and out of its people, is just 
the same as getting the best out of 
a great business. There must be 
just one rule in either case. Let’s 
decide this question by the one rule 
of what’s best for the whole town. 
For instance, is one large store bet- 
ter for the town with vacant stores 
on every street, former workers on 
relief, vacant homes in the hands of 
the banks and trust companies? If 
that’s best for most of us, O.K, But 
it should be a decision of all the 
people of the town. Let Public 
Opinion decide but first let us give 
the people the facts. That’s the first 
job! Say Marge, it’s 12 o'clock! 
Let’s turn in! 





Rural Playground 


Equipment Contest 

Claggett Hardware, Montevido, 
Minn., recently cooperated with 44 
other retailers in his city in staging 
a rural school playground equip- 
ment contest which was very suc- | 
cessful and which gave many rural | 
schools needed playground equip- | 
ment. Cost of the contest was $1 | 
per week for 10 weeks to all 45 | 
retailers. Votes were given out by 
Montevideo merchants on the basis 
of one vote for each penny of pur- 
chase, and the schools getting the 
most votes won the prizes in con- 
secutive order. Double votes were 
given on Wednesdays and triple 
votes for payment of old accounts. 
This stunt brought in many farm 
families to town to buy, and all 
teachers also were in favor of the 
event. 
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FIRST PRIZ 
GEO. L. WERTHER, L. Rubenstein & Sons, 


E 
SECOND PRIZ 
J. $. MEYER, Meyer Hardware, Omaha, Nebraska 


THIRD PRIZE 
CHESTER HOLLEY, Knight & Wall Company, Tampa, Fla. 


Jersey City, N.J. 


in thi Ed. Hendry, Jr., Devoe 
E: (two awards in this group) 
a ce. oe. Nebr. and Fred E. Walker, W. P. Fuller 


& Co., Portland, Ore. | 
FIFTH PRIZE: (five awards in this group) Dan oot prostnane 
Co., Howson ey Joseph B. Kozak, Booch of Huntington 
a a L he ne WP. Fuller & Co., San a: Cal; 
we Bailey, Perth Amboy Hardware Co., Perth Amboy, N. /- 





35 secondary prize winners, in alphabetical order: 


; ry M. 
F. H. Ankcorn, Ankcorn Hardware Co., oleae, — . 
A keorn Garfield Hardware Co., Garfield, Wash; gyre 
W. p Fuller & Co., Pasadena, Cal; Eugene Capion, aa — 
fe) kland, Cal; E. W. Fierce, Harbor Paint Co., . 0 Beni 
Cok h G Frank, Anderson Paint Co., Troy, N.Y; Rober : “ 
Sey fathom Co Miami, Fla; Frank Gonzales, Imperial Hardwa 
ai © 


Co., Calexico Cal; P. W- Gotsch, Acme Quality Paint Store, Jack- 
O., ’ ave 


i \Ibrunn Kling & Co., 
Hor Mich; J. W Hoot on CO. Tuscaloosa, Ala; G. R. Wich, 
ends - Co., Oklahoma City, Okla; Joseph Hintgen, ~— oo 
“ “k Paint Co., Dubuque, lowa; Logan S. Holcomb, : . ” 
rei Cc Los Angeles; Claude L. Holman, Lowe wg 
ye a Ft. Collins, Colo; Leslie Jacobson, W. P. Fuller 
reg cuhaes, Cal; Preston Jordan, Standard Hoe 
=o "Portsmouth, Va; Ray Lucke, W. P. Fuller & oo — gt 
i mae Rex Marsh, Ww. P. Fuller & Co., Beverly Pe : a a 
Mel k Maumee Paint Co., Ft. Wayne, Ind; G. A. Mins erik “ 
a rl Co., Dallas, Tex; Pe McDonnell, Sherwin- illia 
eye 8 |. H. Peoples, C. C. Mammele, Wilmington, De ; 
ve we A Puters Black & Co., Springfield, il; Wallace E. eae 
pb pl St res Inc Philadelphia; S. D. Robertson, say = 
Mo ekersfield Cal; F. W. shat. © et : ea yer! 
iz chmi _ P. Fuller o., Portland, ; 
pon ocge Scheidt . Los Angeles; org ere — 
swality Paint S eB. L. Smith, Sherwin- 
> ag ae ven Woe a |. Van Voris & Sons, — 
‘ath ey i % Waxgieser, The Conlin Co., Bridgeport, on, as - 
Wilson Pinellas Lumber Co., St. Petersburg, Fla; Lawrence ©. , 
Cook Paint & Varnish Co., Tulsa, Okla. 


ke our national 
‘onds in the trade who helped to ma ’ 

noe "Sei Contes a spectacular success — We say, — 
aucevely, “Thank you!” Schalk Chemical Company, Los Angeles, 2 


—— 
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This display is on 
the inside of the 
store and _ usually 
faces the entrance. 
Several sanders as 
well as a number of 
related items are 
featured together. 


$8,500 From the Rental 


R. NTALS amount- 


ing to nearly $8,500 were obtained 
from floor sanders and floor wax- 
ers by Fulton, Mehring & Hauser, 
Inc., located in York, Pa., a city 
of approximately 56,000 popula- 
tion. “We have rented floor sand- 
ers for approximately five years 


during which time we received 
more than $5,360 in rentals of the 
machine alone,” said David 
Paules, manager. “Rentals from 
floor waxers amounted to approx- 
imately $3,046 during the 12-year 
period that we have engaged in 
this business. All of these figures 


Fulton, Mehring & Hauser, Inc., 
York, Pa., has totalled this 


amount in the last few years 
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of Floor Machines 


are daily rentals and do not in- 
clude merchandise sales of any 
kind. 

“Some merchandise is sold prac- 
tically every time a machine is 
rented, and although we never keep 
a record of these additional sales, 
we know that they must add up to 
considerable volume at the end of 
the year. For example, the aver- 
age job of floor sanding will re- 
quire about 12 sheets of paper. 
This represents a sale of between 
$2 and $3. Sales of wax, paints, 
and other supplies usually follow. 

“Our floor sander and floor edg- 
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Gust a Hint 


OF OUR MANY UNUSUAL VALUES 
READY NOW FOR THE HDW. FIELD | 


“VIKING” 
NEW ELECTRIC 
KITCHEN CLOCK 


If current breaks, clock stops 
till time is set, then auto- 
matically starts and shows 
correct time. Consumes but 
one watt! Has a soft, friendly 
tick. Plastic case in choice 
of colors. Retail, $2.50. 












SWEEP SECOND. 
POCKET WATCH. 


Very visible white metal dial 
with black hour, minute and 
sweep second hands and black 
and gold-color numerals, Dust- 
proof, chromium plated case, | 
unbreakable crystal. Extreme- | 
ly valuable for timing photo | 
exposures, sports, etc. Good 

timekeeper. Retail, $1.95. 


| 


Your jobber can supply you. | 
THE NEW HAVEN CLOCK CO., New Haven, Conn. 


NEW HAVEN Gimepiccer 


| 















DeWITT OPERATED 
HOTELS 
In Cleveland WOTEL HOLLENDEN 
In Columbus THE NEIL HOUSE 
In Ahron THE MAYFLOWER 
In Corning, N.Y. BARON STEUBEN HOTEL 


In Jamestown, N.Y. THE JAMESTOWN 
and 


THE SAMUELS 


Theo. DeWitt R. F. Marsh 
Vice-President 












The hotels that check with every travel standard 
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The Socket Wrench 
with the DRIVELOCK! 


Have you tested the ARMSTRONG 
Vanadium Super Quality Socket 
Wrenches featuring the patented 
ARMSTRONG DRIVELOCK? 
This exclusive Armstrong feature 
locks socket to driver, driver to 
extension, extension to handle— 
heads positively will not knock off. 
These are the only safe wrenches 
to use around moving machinery. 
Parts are quickly and easily de- 
tachable. 


If you 
haven't 
a copy of the ARMSTRONG 
Wrench Catalog handy, write to- 
day for C-39 Manual showing 
complete ARMSTRONG Line — 
these are guaranteed quality tools, 
the finest manufactured. You can’t 
miss sales with ARMSTRONG 
QUALITY 





ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Franciseo Ave., Chicago, U.S.A. 


Eastern Warehouse and Sales 
199 Lafayette St.. New York 






—— 

A style and size 

for every door 
You can fit the hinge exactly to the 
job it has to do when you sell “Shelby” 
Checking Floor Hinges. The one shown 
here is a single acting hinge for light 
interior doors. Weight of the door 
rides on ball bearings. Both spring 
tension and closing speed fully adjust- 
able. All working parts operate in the 
lubricating checking liquid. Available 
in all popular finishes. 

It pays to specify SHELBY 

wherever the job calls for a spring hinge 


See our exhibit at the Convention, Palmer House, 
Room 720, September 24th to 26th 


THE A [yolby_ 


¢C’ SPRING HINGE CO 
SHELBY, OHIO 
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ers each rent for $3 per day. 
The two machines can be rented 
together for $5 per day. A day’s 
rental period is from 8 a. m. to 6 
p. m. A charge of 25 cents is 
made for delivering sanders to the 
job and the same charge is made 
for calling for them. Customers 
are not required to make deposits 
on rental machines and are not re- 
sponsible for breakage or damage 
which might occur while machines 
are in use. Three sanders and two 
edgers are in use most all the time. 
Sander rental business is increas- 
ing every year.” 


Where They Go 


Sanders are rented to home own- 
ers, renters of property, office, fac- 
tories, houseboat owners and small 
contractors. Many small contrac- 
tors rent machines and then charge 
the customer for the labor and 
rental involved. It is much less 
expensive for these individuals to 
rent machines than to own them. 

Most large sales of supplies are 
made to contractors. The largest 
sale of sandpaper amounted to 
$32. The rental for the sander on 
this job was $30. All sanding 
machines are in use practically all 
the time. 

Twelve floor polishers are on 
hand for rental. These machines 
represent an investment of approx- 
imately $250. The polishers rent 
for 50 cents a day and the day’s 
rental period is the same as for 
the sanders, from 8 a.m. to 6 p.m. 
A charge of 25 cents is made for 
the delivery of polishers and for 
the pick up of machines at the end 
of the day. 


Extra Sales 


Many exira sales of wax are 
made when these machines are 
rented. However, rentals of floor 
waxers are declining since so many 
people now purchase the brush on 
wax thus eliminating the necessity 
of the polisher. 

“Occasionally we sell a floor 
polisher,” said Mr. Paules, “we 
seldom sell sanders. Some of the 
institutions in the city that use 
polishers a lot buy these machines. 
Once in a while we sell a used ma- 
chine. It is easier to sell a used 
machine because we mark down 





the selling price approximately to 
the extent of the rentals that the 
machine has produced.” 

Two window displays a year 
are used to promote and show 
sanders, waxers and related sup- 
plies. These displays are installed 
so that they precede the spring 
and fall housecleaning seasons. A 
large section of flooring showing 
the before and after results of re- 
finishing floors with sanders is 
kept in one section of a window a 
large part of the time. This win- 
dow faces the lobby leading to the 
entrance door. 

Interior displays in the store are 
developed when some of the sand- 
ers are available. These machines 
are usually grouped around the 
section of flooring which demon- 
strated the sander results. Other 
items such as sandpaper, wax and 
floor finishing materials are also 


shown. Displays of this type are 
usually arranged near the en- 
trance. 


Advertising 


“Mention is made frequently in 
our advertisements that we rent 
sanders and waxers,” said Mr. 
Paules. “Circulars are used most 
of the time and are distributed in 
the city and mailed to rural sec- 
tion. We always give complete in- 
formation as to daily rental and 
delivery charges on sanders and 
waxers. Circulars are also wrapped 
in all packages and this brings the 
advertisements to many customers’ 
attention again during the month.” 





WHENEVER POSSIBLE LET ‘YOUR 
CUSTOMERS HANDLE and 
EXAMINE THE MERCHANDISE 


then watch your sales increase 


HARDWARE AGE 








= ey 


oe ae | 


a 
\- 


Dad 


wryyy 


ROT Gy 





DuPont’s New Exterior 
Color Selector 


A NEW Exterior Color Selector 
published by E. I. du Pont de 
Nemours & Co., Wilmington, Del., is 
designed to eliminate guesswork in 
color selection. It enables dealers 
and painters to offer an accurate pic- 





Shutter and siding combinations 

at large scale are being shown 

through the medium of the color 

selector. Transparent sheets en- 

able a thorough comparison of 
tonal values. 


ture of how paints will appear when 
applied and also enables home own- 
ers to judge colors in advance. 

The color sheets are a foot square 
and the plastic “overlays” are used 
to demonstrate the effect of various 
shades in relation to their surround- 


ings. The selector is divided into 
three sections. One is devoted to 
colors for siding, with suggested 
shutter combinations. The plastic 
sheet, printed in full color, folds 
over this section to picture an en- 
tire house. The reader may insert 
many shutter and siding colors under 
this overlay to see how the house 
will look when painted in various 
tones. 

The second section permits a 
large scale inspection of shutters 
and trim in detail. Two sample 
shutters are exhibited, one on white 
siding and one on buff. Color sheets 
then may be inserted to show the 
shutters in various colors. Nota- 
tions on the back of each sheet iden- 
tify the color and suggest shades 
which will blend well with it. 

In the first section houses of vari- 
ous periods are illustrated and the 
effect of color and size, contrast 
with surroundings, roof colors, meth- 
ods of painting dormers and gables 
are explained. Colors to make houses 
appear larger or smaller are de- 
scribed and suggestions are also 
made on color and tint correlations. 
This book augments the Interior 
Color Selector, issued by du Pont 
last spring. 


Upper left: The exterior color selector employs plastic sheets 


and a wide variety of real paint colors tell the story. 
than 180 different color combinations are available. 


More 
Lower 


right: Here the color selector makes it possible to present a 
new exterior decorating job as it will appear when finished. 
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TO EVERY 
HARDWARE 


FREE “sx: 


This New PAINE 
TOGGLE BOLT CLAMP 








CUTS TOGGLE BOLT 


INSTALLATION TIME 50% 
* ut 

Every Toggle Bolt f 

User Will Want It 


Fits all Toggle Bolts up 
to and including %” 
diam. It is made of high 
quality spring steel with 
die-sunk recesses on op- 
posite sides of slots pro- 
viding positive female 
threading action. You 
simply follow ordinary 
Toggle Bolt installation 
procedure and, when bolt 
is ready to be tightened, 
you pull toggle tight 
against inside of wall, 
floor or ceiling — slip 
Clamp over bolt thread 
flush against bracket or 
fixture to be anchored, as 
shown in Fig. 1, and 
tighten with screw driver, 
as shown in Fig. 2. Write TODAY, giving name of 
your Toggle Bolt Jobber, and one of these new PAINE 
CLAMPS will be mailed to you FREE. 


THE PAINE COMPANY 
2963 CARROLL AVE., CHICAGO, ILL. 
New York Warehouse & Sales: 48 Warren St. 





























WHY DOES THE WRIGHT 
EXPANSIVE BIT CUT 
MORE EASILY? 


Run your finger across the cutter, 
just below the cutting edge. 
You'll discover the cutting edge 
is blade-shaped, not just at the 
end, but across the entire width. 
Ordinary cutters, after you get 
away from the end, you'll find are 
blunt. Therefore, the Wright cut 
ter lifts a chip out, instead of 
scraping it out. 

prt CONN. VALLEY FEATURE 
MAKING GOOD WORK EPSIER 


fe — ered 

Connecticut Valley Wig. Co. 
Incorporated /874 

eee e BELE SE: Ses. 'eekee 
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The Retailer, the Public and the War 


(Continued from page 63) 


DISPLAY 


PAYS A PROFIT... 





When You Feature 


EMPIRE 


Extreme Accuracy Levels! 





One of the many profit making 
Level Displays of the G. A. 


pany, Milwaukee, Wisconsin. 


% Write today for complete catalog of the Empire 


Level Line, with its colorful sales helps. 
“STOCK UP NOW... 


“LEVEL SPECIALISTS” 


Empire 
Butter Com- 


WORKERS WANT EMPIRES!”’ 


EMPIRE LEVEL MFG. COMPANY 
707 South Sixth Street, Milwaukee, Wisconsin 











A new product to meet 
new demand of farmers, 
nurserymen and home gar- 
deners. VITA-FLOR is 
more than Vitamin B,. 
Experiments have proven 
VITA-FLOR to be more 
helpful than Vitamin By 
alone. 


Write today for full details, 
price lists, and information 
about liberal dealer dis- 
counts on VITA-FLOR in 
handy eye-dropper bottle. 


NATIONAL OIL PRODUCTS COMPANY 


HARRISON. NEW JERSEY 
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than a short time is impossible as 
a practical matter. The public, 
however, gets the news of price 
increases only from the retailer, 
and is likely to put on him the 
burden of defending himself 
against charges of excessive prof- 
it. Retailers in some cities are 
already establishing organized 
channels of approach to consumer 
groups through which they will 
be able to explain to the public 
the reasons behind any necessary 
price increases. This cooperation 
between consumers and retailers 
on a national level is already prov- 
ing effective and profitable for 
retail merchants, and it can be 
even more successful at the level 
of cities and towns. The retailer 
can hope to profit by war pros- 
perity only to the extent that it is 
shared by the average man. 


III. Centralization, 
and Later 


Third and last, in all its work, 
retailing must watch to see that 
the interests of the average man 
are protected during the pressure 
for stronger and still stronger cen- 
tralization. That centralization is 


necessary for the war effort, and 
as someone said recently, we may 
now be forced to adopt some of 
the totalitarian ways of doing 
things. The trouble with these 
ways is that they cannot easily be 
returned to democratic ways. There 
is much danger that we shall lose 
our democracy in the process of 
saving it. Since the retailer has 
so great a stake in democracy, 
and is so much a part of it, he 
must remain steadily alert to keep 
it alive, help later in its complete 
restoration. 


Conclusion 


In conclusion, we come back to 
our beginning. We asked what re- 
tail distribution can do to help 
America get ready for war. We 
see that it is concerned not with 
the materials of war, but instead 
with the economic health and spirit 
of the average man. The average 
man is the one for whom Amer- 
ica is spending so much in arma- 
ment, and it is the average man 
who will go to war. The job of 
retailing in these times is not a 
spectacular one, but it is of real 
importance to the national defense. 














H. Langdale, Valdosta, Ga., president, American Turpentine Farmers As- 
sociation Cooperative, standing by an attractive display of AT-FA canned gum 
spirits of turpentine, which is finding ready acceptance as a household cleaner 


and disinfectant. 


The association is promoting the sale of dehydrated gum 


turpentine in AT-FA sealed containers in 6 ounce, pint, quart, gallon and five 
gallon containers, and launched, last year, a national advertising campaign in 


its behalf. 
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Selling Builders’ Hardware 
Over the Counter 


The first of a series of three 
articles. This one tells how to 
complete those “half-made”’ sales 


By ADON H. BROWNELL 





ADON H. BROWNELL 


‘SS a customer 


enters the store to purchase some 
item of builders’ hardware, your 
sale is practically half made. The 
customer wants what he wants or 
he would not come into the store. 
Purchases of this type are usually 
made by men who are not shop- 
pers. If they see what they want 
they will buy it. If you do not 
complete that already half-made 
sale it is either the store’s fault or 
your own. 

I am writing this article pri- 
marily to the inside salesman or 
clerk and I will not dwell at length 
on the store’s responsibility for 
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security, appearance 


“Explain to him the 


or convenience the 

particular padlock 

you are selling will 
give him.” 


loss of the sale. It might be due 
to poor display, lack of price in- 
formation or to the fact that the 
desired article is out of stock. 

The existence of these three 
faults or omissions is in part your 
responsibility. Any employer, I 
am sure, would be glad if you 
used your initiative and your 
spare time in improving displays 
and in tagging samples with the 
proper prices. As for the third 
fault, do you always advise your 
buyer when goods are out of stock 
or when a new item is being re- 
peatedly called for? If you don’t, 
you are also to blame. 


The Greeting 


When the customer enters the 
store he will receive a favorable 
impression from the quickness 
with which you approach him and 
from the attitude you assume. An 
honest, sincere smile of welcome 


(Courtesy Patterson Bros., New 





York City) 


costs you nothing. A_ pleasant 
greeting and an evident desire to 
serve him costs you no more. 
These two simple things will serve 
to create a favorable impression 
and will be of decided assistance 
to you in making the sale. 

In selling builders’ hardware 
over the counter, one will find 
that although know 
what they want they do not al- 
ways know the name of the article 
or how to describe it. I am sure 
that everyone selling this type of 
merchandise knows this to be true. 
Never put the customer in an em- 
barrassing position when this oc- 
curs. It is much better to assume 
an attitude of utter dumbness. 


customers 


Ask questions with the idea of 
getting your customer to help you 
by suggesting his real needs. Most 
people like to feel that they are 
doing something for the other fel- 
low. Everyone resents it when his 
own lack of knowledge is being 
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A popular buy-word 


Natienal 


HARDWARE 














HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 





National Manufacturing 
Company 
STERLING - - - ILLINOIS 
=—_ 
































TURN OLD PAINT STOCK @ 
INTO LIQUID ASSETS | 
with 
TAMMS PAINT MIXER 
and AGITATOR | 


AC, %4 HP, 110 Volt 
MOTOR $7.95 





@ Do you want to build up paint department saies— 
gain new satisfied customers? It costs so little to 
provide this modern paint service to your customers. 
Savings in salvaged old paint stocks alone will often 
pay the low cost of equipment! Write for facts on 
this GUARANTEED device! 


KOLOR-ROX  TAMMS Double Duty 
A Concrete Floor Dye CAULKING COMPOUND 


ee A superior coloring and Ba specially resilient. non 

geen ~ yo Pene- extending grade for use with 

rates pores and becomes ac ' 

tual part of surface. Won't pre agra a = 

chip, crack or peel off. For /" bulk or in cartridge form 

added protection use TAMMS TAMMS Caulking Gun is 
just the super-pressure ap- 


Self - Polishing WAX Get 
jetails now! plicator you're looking for. 


TAMMS SILICA CO. 


228 N LASALLE ST CHICAGO 











ILL 
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questioned. Try it next time! It 
works! 

Suppose a man comes in and 
asks for a lock. Well, that descrip- 
tion covers a multitude of possible 
Do not be afraid to ask 
questions. That’s what the Lord 
put a tongue in your head for. 

“Do you want a padlock?” “Is 


items. 


it for an inside or an outside 
door?” Those are two easy ques- 
tions. Almost everyone knows 


what a padlock is but some people 
do not know what a night latch is, 
so be sure to show them one. A 
man finds the item he is seeking 
more quickly by looking at the 
merchandise. Trade terms are 
usually meaningless to him. 

Having tactfully discovered your 
customer’s real needs, you are now 
ready to make the sale. 

Suppose it is a padlock he wants 
—are you going to make a 10- 


cent sale or a $3.00 one? In the 
answer to that question lies the 
real value of your services to your 
employer. 

Your next step should be to dis- 
cover the value of the articles 
which will be protected by this 
padlock, for you should be sure 
to recommend the padlock which 
you believe to be the right one for 
the customer. A great many men 
will accept the first suggestion 
made by the salesman. 

In my opinion, it is not smart 
selling to sell a man a $3.00 pad- 
lock when a 50-cent one will sat- 
isfy his needs. He might think it 
over later on and never come back. 
Put yourself in the customer’s po- 
sition. What would you buy for 
that particular requirement? 

If the customer is satisfied and 
accepts your suggestion, then 
make the sale. If he hesitates, 


NOW READY FOR DELIVERY! 
The Useful Builders’ Hardware Textbook 
“Taking the Mystery Out of Builders’ Hardware” 


Y the time our readers receive 
this issue, hundreds of hard- 
ware men will have received their 
copies of the textbook “Taking the 


Mystery Out of Builders’ Hard- 
ware.” All orders for this long- 


awaited book are now being filled, 
without further delay—new orders 
will also be taken care of immedi- 
ately. Our printers have completed 
this volume and: have produced a 
book which any hardware man will 
be proud to own. 

“Taking the Mystery Out of 
Builders’ Hardware” is a textbook 
that should be in the possession of 
and studied faithfully by every hard- 
ware dealer, clerk and _ traveling 
salesman. It summarizes the de- 
tailed knowledge and experience ac- 
quired by its author during 30 years 
of closely specialized work in this 
one branch of the hardware indus- 
try. These articles, written by Adon 
H. Brownell, first appeared as a 
series in HARDWARE AGE during the 
years 1937, 1938 and 1939. Keen 
interest in this series providing, we 
believe, the most complete treatise 
on the subject published, 
brought a demand for publication 
in book form. 


ever 


Copies of this book can be ob- 
tained at a cost of $3.00 cash with 
order or C.O.D. subject to a small 
postage charge. In Canada and for- 


eign countries the price is $3.50, cash 
with order. 


ching the 
M yptery 
OF: of 


BUILDERS 


oe Cee 


OY 
nw BROWNELL 
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Contents of THE 
BUILDERS’ HARDWARE 
TEXTBOOK 


222 pages—60 chapters of the 
Elementary, Intermediate and Ad- 
vanced Courses, Working Blue 
Print, 9 Comparative Charts and 
Tables, 13 large detailed Draw- 
ings, Glossary of Builders’ Hard- 
ware Terms, Cross’ Reference 
Index. 


HARDWARE AGE 








sense it immediately and show 
him other articles both higher and 
lower in price. Do not rush the 
sale! Your job is to satisfy the 
customer, not yourself. Some peo- 
ple resent being hurried. 

If the store is busy the customer 
may be willing to try out the vari- 
ous padlocks you have shown him 
while you wait on another cus- 
tomer. Be sure to ask his permis- 
sion, however, before you do it. 

Do not bring up the subject of 
price first. Explain to him the se- 
curity, appearance or convenience 
the particular padlock you are 
selling will give him. Then show 
how these advantages are true and 
point out the quality of workman- 
ship and construction, the design 
or the cylinder key as proof of 
these advantages. Never begin 
with the proof. Always start with 
the advantages to be derived from 
an article. 

Once the sale is made, be sure 
to ask him about kindred items to 
the one he has purchased. Does 
he need a hasp? If he is buying 
a night latch, does he need a chain 
door fastener, etc.? 

Wrap the purchases securely. 
If they are tied with twine, be 
sure that you make a secure knot. 
The other day I was in a store 
where the clerk tied a package of 
lock sets together and made a 
granny knot instead of a square 
knot. The contents of that pack- 
age were on the floor before the 
customer got out of the store. If 
the contents of the package had 
been 3d fine nails and the cus- 
tomer had reached the street can 
you imagine what would have 
happened ? 

Finally, absolutely and always, 
be sure that you thank the cus- 
tomer for the business. That’s 
your parting opportunity to create 
good will and bring him back 
again. 

What I have written is an old 
story but it is so fundamental that 
I have ventured to tell it in this 
manner. Old as it is and funda- 
mental as it is, I find these simple 
rules of good salesmanship are 
being constantly ignored. It will 
pay even the best salesmen to 
check up on them in their own 
sales. 

At some time or other customers 
will come in to purchase hard- 
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ware for an entire house. An in- 
experienced clerk, visioning a 
large sale, will often attempt to 
sell them from the counter while 
the customers are standing. The 
usual result is that the sale is lost 
or that finally the clerk is faced 
with a problem too complicated 
for his experience. Then he is 
obliged to do what he should have 
done in the first place and turn 
the customers over to an experi- 
enced salesman. Valuable time 
has been lost and the experienced 
salesman is obliged to start under 
adverse conditions. 

In the next article I will discuss 
selling builders’ hardware in the 
sample room. 

For students of the course, 
“Taking the Mystery Out of Build- 
ers’ Hardware,” this article might 
be likened to the elementary 
course. By the way, why not re- 
read that course and apply this 
article to it? . 


Swine-Raising Project 

Hardware dealers at Fairbury, 
Nebraska, helped other merchants 
put over one of the largest swine 
raising projects ever staged in the 
Middle West, and this won a lot oi 
rural patronage for the city. In the 
fall of 1937, swine production fig- 
ures were 25 per cent of normal so 
the Ag. Committee of the Fairbury 
Chamber of Commerce, cooperat- 
ing with the County Farm Bureau 
and the First National Bank of 
Fairbury, put on a campaign to 
restock purebred gilts, the plan in- 
volving the purchase of 10 pure- 
bred gilts to be distributed to as 
many Four H. Club boys who 
could prove themselves eligible. 
The Chamber of Commerce bor- 
rowed the money from the bank, 
but only charged the boys 4 per 
cent interest. The Chamber then 
promoted a purebred swine sale 
following the county fair, and got 
the whole county interested in 
swine raising. Twenty-seven pure- 
bred gilts were sold to farmers, 15 
purebred boars distributed and 
nine remaining sows produced 56 
pigs. The nine original sows and 
27 gilts, estimating five pigs per 
litter, have produced five carloads 
or 350 head of purebred hogs in 
1939. 
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lukees IMPERIAL 
PLASTIC HARDWARE 


ARDWARE merchants who are put- 
ting in this line of Imperial Plastic 

Hardware tell us they have been sur- 
prised how these colorful knobs and 
pulls sell themselves 

Everyone likes to dress up their kitchen 
cabinets and furniture so that it has the 
latest modern touch. With Imperial Plastic 
Hardware you can cash in on this trend. 

Imperial Plastic Hardware should not 
be confused with ordinary injection type 
cellulose acetate hardware. It is made of 
genuine thermo-setting plastics and is un- 
equalled in beauty. Acid and heat resist- 
ing. Does not shrink or crack with age. 

Available in seven rich. lustrous colors. 

Order a small stock now and see for 
yourself how profitable it is to handle 
Imperial Plastic Hardware 
Write today for catalog pages. Address— 

JOHN H. GRAHAM & CO.., INC. 

Sales Agents for the Hardware Trade 
105 Duane Street $65 W. Washington St. 
New York City Chicago 


THE IMPERIAL MOLDED PRODUCTS CORP 
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ADD THIS PROFIT MAKER 












Farmers every 
where like the ‘‘feel"’ 
of the Collins Bush 
Hook. It handles eas- 
ily, and is invaluable 
in clearing away 
brush, saplings and 
undergrowth. Added 
selling point — it’s a 
Collins, famous for on 
the job performance. 

Complete your 
profitable axe line by 


adding this quick 







selling item. Order —— 
tecivimus 
0 For 114 years, 
he can’t supply you, ¢his trade mark 
write The Collins Co., 245 meant qual- 
ity performance 
Collinsville, Conn. in axes. 


from your jobber—if 
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THE MODERN 
PIED PIPERS 


are the 


BETTER BRAND 


MOUSE and RAT 


TRAPS 


WRITE US FOR FOLDER OF COMPLETE LINE 
AND NAME OF JOBBER—ASK YOUR JOB- 
BER TO SHOW YOU OUR NEW STEEL 
| MOUSE TRAP—RETAILS FOR FIVE CENTS. 


McGILL METAL PRODUCTS CO. 
DEPT. 151 


MARENGO, ILLINOIS 
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Changes 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He’ll be 


glad to serve you. 


HARDWARE AGE 


100 E. 42nd St, New York City 
@ 











The New National Retail 


Farm Equipment Ass’n 


BY PAUL M. MULLIKEN 


Executive Secretary 
National Retail Farm Equipment 
Association 


Moone than fifty years 


ago, the first of the many state and 
sectional implement dealers’ asso- 
ciations was founded. Just forty 
years ago, the National Federation 
of Farm Implement Associations was 
organized to serve as a clearing 
house for the officers of the already 
established organized groups. Thus 
for half a century farm equipment 
retailers have been united in an ef- 
fort cooperatively to secure trade 
betterments. ; 

Guided and influenced by the in- 
spired leadership of the late be- 
loved Secretary, Herbert J. Hodge, 
the National Federation achieved 
many meritorious accomplishments. 
To enumerate any of these at this 
time should not be necessary since 
retailers everywhere know of the 
friendly relationships and close con- 
tacts maintained with the several 
manufacturers, the many Govern- 
mental agencies and the trade press. 
They know also of the resultant 
benefits that have accrued. 

In every phase of its program, the 
National Federation has had the 
active support of the officers and 
membership of the constituent as- 
sociations. Much of’ the detailed 
work has naturally fallen upon the 
respective state secretaries. Their 
ceaseless and untiring efforts have 
made possible the individual appli- 
cation of every program. 


Much to Be Done 


While much has been accom- 
plished, there still remains much to 
be done. That it can be achieved 
is the hope of every retailer and 
the faith of the organization’s lead- 
ers. 

At this time, our own Government 
is organizing its defenses to be pre- 
pared for any emergencies that may 
arise. In support of this, all Amer- 
ican interests, including manufac- 
turing, agricultural, commercial and 
financial, are lending their complete 
support. Our own industry will 
doubtless be taxed quite heavily to 





supply the required materials and 
funds. To achieve proper defense 
of our nation, the Government right- 
fully expects, and unquestionably 
will receive, the unlimited support 
of every citizen. 

“United we stand — divided we 
fall” can apply to an industry as 
well as to a nation. 


Support Needed 


To make the retail farm equip- 
ment industry meet the expectations 
of all parties at interest will require 
the unanimous support of every indi- 
vidual engaged in the business. From 
the members of the several affiliated 
state and sectional associations we 
solicit a continuation and _ intensifi- 
cation of the cooperation they have 
extended in the past. Those who are 
not now members of this new Na- 
tional Association are invited to 
affiliate either through their state 
membership in areas where state 
associations exist or by direct mem- 
bership in unorganized areas. We 
want every retailer of farm equip- 
ment to participate in the accom- 
plishment of the programs incorpo- 
rated in the report of the planning 
committee approved by the National 
Federation at their 40th annual con- 
vention held in October last year 
and unanimously ratified and en- 
dorsed by the constituent associa- 
tions at their winter conventions. 

This industry, the fifth largest in 
the country, can become the leading 
industry because of its very impor- 
tance if we can but have the com- 
plete cooperation of every retailer, 
coordinated through the already or- 
ganized associations. 

The establishment of the national 
headquarters in a centralized loca- 
tion, Room 207 De Soto Hotel Bldg., 
St. Louis, Mo., and the maintaining 
of a full-time administrative staff 
provide the facilities and mechanics 
for successful operation but it is not 
a “one-man” job. It is up to every 
individual to do his part. We be- 
lieve that you will. 
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Coming Conventions 
and Events 


Corrected each issue 
according to latest data 


American Hardware Manufactur- 
ers Association, 8lst semi-annual con- 
vention and the 46th annual convention 
of the National Wholesale Hardware 
Association, Oct. 14-17, 1940, at the 
Marlborough-Blenheim Hotel, Atlantic 
City, N. J. Charles F. Rockwell, 342 
Madison Ave., New York City, is sec- 
retary of the manufacturers association 
and George A. Fernley, 505 Arch St., 
Philadelphia, Pa., is secretary of the 
wholesale association. 


Hardware Golf Association, an- 
nual tournament, Sept. 19-21, 1940, at 
the Elms Hotel, Excelsior Springs, Mo. 
R. A. Sundvahl, Corbin Screw Corp., 
and Corbin Cabinet Lock Co., 321 W. 
Randolph St., Chicago, IIl., is secre- 
tary-treasurer. 


Housewares Mfrs. Assn., annual 
housewares and major appliance ex- 
hibit, Jan. 5-10, 1941, at the Palmer 
House, Chicago, Ill. Association head- 
quarters, Room 628, Palmer House, 
Chicago. 


Montana Implement & Hardware 
Association convention, Oct. 25-26, 1940, 
at Rainbow Hotel, Great Falis, Mont. 
M. P. Trenne, P. O. Box 1005, Helena, 
Mont., is secretary. 

National Contract Hardware As- 
sociation, convention and exhibit, Sept. 
24-26, 1940, at the Palmer House, Chi- 
cago, Ill. J. Harold Dumbell is execu- 
tive secretary with headquarters at Ful- 
ton Bldg., Pittsburgh, Pa. 


National Retail Farm Equipment 
Association, annual convention, Oct. 1- 
3, 1940, at the Hotel Sherman, Chicago, 
Ill. Association headquarters are at 
207 Hotel DeSoto Bldg., St. Louis, Mo. 


National Washer-Ironer Week, 
Oct. 19-26, 1940, sponsored by the 
American Washer and Ironer Mfrs. 
Association, Chicago, III. 


National Wholesale Hardware As- 
sociation, 46th annual convention and 
the 8lst semi-annual convention of the 
American Hardware Manufacturers As- 
sociation, Oct. 14-17, 1940, at the Marl- 
borough-Blenheim Hotel, Atlantic City, 
N. J. George A. Fernley, 505 Arch St., 
Philadelphia, Pa., is secretary of the 
wholesale association and Charles F. 
Rockwell, 342 Madison Ave., New York 
City, is secretary of the manufacturers’ 
association. 

New York State Retail Hardware 
Association, annual convention, Feb. 
11-14, 1941, at Seneca Hotel, Rochester, 
N. Y. Exhibit at Convention Hall. 
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N. H. Kiley, 508 Hills Bldg., Syracuse, 
association secretary. 


North Dakota Retail Hardware 
Association, annual convention, March 
1-6, 1941, in Fargo, N. D. Louise J. 
Thompson, 21 Clifford Bldg., Grand 
Forks, is association secretary. 


Southern California Retail Hard- 
ware Association Conference, Nov. 13, 
1941, Santa Monica Deanville Club, 
Santa Monica, Cal. J. V. Guilfoyle, 626 
Rives Strong Bldg., Los Angeles, Cal., 
secretary-treasurer, is sponsoring the 
conference which will be devoted to re- 
tail problems. 


Triple Mill Supply Convention, 
May 5-7, 1941, at the Palmer House, 
Chicago, Ill., comprising the Southern 
Supply & Machinery Distributors’ Assn., 
secretary, Alvin M. Smith, Smith- 
Courtney Co., Richmond, Va.; National 
Supply & Machinery Distributors’ Assn., 
secretary, H. R. Rinehart, 505 Arch St., 
Philadelphia, Pa., and the American 
Supply & Machinery Manufacturers’ 
Assn., secretary, R. Kennedy Hanson, 
1108 Clark Bldg., Pittsburgh, Pa. The 
convention may possibly be carried over 
an extra day. 
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Clean Up Profits 
from the Fall Clean-up 






Pat. Pend. 


with 
The MASTERS 


“HANDI-CART’ 


“Successor to the Wheelbarrow’’ 


Thousands of tons of leaves and other rub 
bish will be moved during the next two 
months. Provide your customers with the 
easy way to handle this big job. Sell them 
*‘Handi-Carts’’ and they'll thank you for 
years to come. The Masters ‘‘Handi-Cart’’ 
is made of durable sheet steel for long life. 
Wide-tread rubber tires protect the lawn 
and make it easy to handle. Our advertis- 
ing in ‘‘The American Home,"’ ‘Better 
Homes & Gardens,"’ ‘“‘Horticulture’’ and 
other magazines is creating tremendous de 
mand. Get your share of the ‘“‘clean-up"’ 
protit. If your jobber cannot supply, order 
direct from factory. 


Two Sizes to Retail at 


$4.75 and $6: 


2 cu. ft. 3V/o cu. ft. 








Write or wire today for 
discounts and attractive 
proposition. 


MASTERS PLANTER CO. 


4029 West Lake Street, Chicago, Ill. 


Jobbers and Dealers 
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us and altogether profit 


AMERICAN SWISS FILE 6 TOOL CO. 
ELIZABETH. 5. 











P. F. Reichhelm, president of the 
American Swiss File & Tool Co., 
Elizabeth, N. J., is distributing 
the above card among his business 
friends and customers. There’s a 
lot of philesophy and truth in it 
and it’s well worth reading—and 
thinking over. 








THE SEASON’S HOTTEST 
PROMOTIONAL SENSATION 


Sell One Set for EVERY Register in 
EVERY Home with a Hot Air Furnace. 
Adjustable to any size register. Installs 
without removing register. Choice of 
Ivory, Walnut Grain or Black! 


Sales are astonishing! Right now—at the 
first of the furnace season—is the time for 
YOU to get on the bandwagon! Write to- 
day for complete information. 
WATCH FOR THE NEW 
SWING-A-WAY CAN OPENER 


STEEL PRODUCTS MFG. COMPANY 
The Merchandise Mart Chicago 
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SALES OF 1,651 INDEPENDENT RETAIL HARDWARE DEALERS IN UNITED STATES 
July, 1940 


Dollar Sales Reported 
Percentage Change 

















Vumber July, 1940, from 
of Firms July, June, July, July, June, 
States by Regions Reporting 1939 1940 1940 1939 1940 

New England 75 + 8.6 — 88 $ 638,701 $ 587,934 $ 700,475 
Maine 7 + 7D — 59 47,893 44,753 50,869 
Vermont and New Hampshire 9 +-13.7 4.5 159,535 140,373 167,102 
Massachusetts ) ris —11.0 268,706 265,376 301,763 
Rhode Island ° 
Connecticut 12 +-22.] 19.0 73,752 60,413 91,071 

Middle Atlantic 195 +12.6 —13.5 1,005,316 892,611 1,161,762 
New York 28 +15.2 15.7 137,132 119,005 162,701 
New Jersey y + 5.4 -15.1 77,435 73,438 91,162 
Pennsylvania 158 4.12.9 12.9 790,749 700,168 907,899 

East North Central 61 4+15.4 -13.2 2,302,264 1,995,317 2,652,209 
Ohio 136 +19.2 -12.9 682,590 572,871 784,006 
Indiana 7 +18.2 13.9 315,613 266,927 366,741 
I}linois 97 +168 7.3 462,728 396,002 499,255 
Michigan 14 +12.6 —10.0 270,768 240,446 300,812 
Wisconsin 106 + 99 18.7 570,565 519,071 701,395 

West North Central 277 + 9.6 —~ 5.3 947,978 865,288 1,000,604 
Minnesota 28 + 8.1 - 6.9 166,230 153,709 178,474 
lowa 68 +11.3 + 1.0 306,404 275,291 303,510 
Missouri 61 + 7.9 - 65 205,331 190,369 219,671 
North Dakota 10 +14.2 + 9.4 28,028 24,539 25,614 
South Dakota £4 Aa Cry ae ky. te Se an 
Nebraska 413 +-13.0 — 5.5 89,809 79,467 95,066 
Kansas 62 + 6.6 —15.0 144,633 135,735 170,159 

South Atlantic _- 

Delaware . “a 

Maryland ° eee + ee 

Virginia 10 +11.0 + 18 80,006 72,085 78,585 
West Virginia 7 + 16.7 -18.3 24,939 21,373 30,538 
North Carolina 5 L 1.4 + 0.1 54,941 54,185 54,889 
South Carolina ° 

Georgia 19 + 7.1] —12.8 84,560 78,918 96,980 
Florida 15 +15.0 + 78 91,421 79,506 84,794 

East South Central oe: — (sp ts, «=C(i‘(‘ét a Cl! — 

Kentucky 8 +. §9 11.7 31,692 29,923 35,896 
Tennessee 10 6.7 —15.7 98,621 105,669 116,935 
Alabama 18 +10.1 - 7.1 83,028 75,436 89,417 
Mississippi * 

West South Central 122 + 1.7 — 3.5 616,022 605,614 638,637 
Arkansas 19 —14.0 - 48 74,065 86,122 77,764 
Louisiana 6 1 3.1 + 24 35,153 34,099 34,321 
Oklahoma 33 + 2.2 + 28 . 127,549 124,789 131,274 
Texas 64 + 5.2 — 41 379,255 360,604 395,278 

Mountain 107 +. 3.9 1.7 701,589 675,349 714,081 
Montana 26 - §.1 — 3.7 197,539 208,164 205,145 
Idaho 19 110.6 - 72 118,145 106,774 127,277 
Wyoming ° 
Colorado 36 +- 2.2 — 9.0 127,958 125,149 140,662 
New Mexico * 

Arizona 12 +12.7 + 6.9 132,867 117,941 124,280 
Utah ° 
Nevada * 

Pacific 309 +-12.5 + 1.2 1,452,501 1,291,232 1,435,471 
Washington 37 + 22.3 — 2.0 171,370 140,113 174,806 
Oregon 34 +218 + 0.1 237,406 194,869 237,226 
California 238 + 9.1 + 2.0 1,043,725 956,250 1,023,439 

TOTAL 1,651 +10.6 — 7.6 $8,273,719 $7,481,219 $8,956,003 

Chicago, Illinois 12 + 7.0 —10.0 43,894 41,039 48,789 

Los Angeles, California 35 + 28 + 7.3 167,544 162,954 156,172 

Portland, Oregon ° es 

St. Louis, Missouri 14 + 8.9 —13.4 30,040 25,579 34,678 

San Francisco, California 24 411.7 + 44 77,021 68,970 73,748 

Seattle, Washington MOG me ea a ek be oe cement a eee 








* Note while stores from these states are included in grand total, figures for these states are not shown on this chart 
because of insufficient data. (**) Withheld to avoid disclosure. Compiled by Bureau of the Census, U. S. Department of 
Commerce. 





124 HARDWARE AGE 





mame lm 








CAN OPENER a 
COMBINATION 






CAN OPENER 
ToGs STese Grace 
CYyi er ase 





Order No. 160-B.C. 
COMBINATION ... BOTTLE OPENER...CORK SCREW 
... AND A NEW OPENER FOR ALL CANNED LIQUIDS! 
The only complete Can Opener Combination on the market, 
at a popular price. Packed on individual display cards. One 
dozen to the box. A fine seller. Send for prices. 


Vaughan’s Improved CAN OPENER 


Vaughan's 
SAFETY ROLL JR. 
CAN OPENER 


No. 170-W. The only can opener 
that cuts the top out of 
SQUARE, round, or oval cans 
and leaves a safety rolled edge. 
Best seller. More than fifty mil- 
lion sold. Individually packed on 
three-coor display card. Two 
dozen to the box. Order now. 





VAUGHAN NOVELTY MFG. CO. INC. 


3211-25 CARROLL AVE. CHICAGO, ILL. 











Follow the LEADER 
In “Want Ad” Advertising— 


In every trade there is always a leader. In 
the Hardware Trade it is Hardware Age. 
Classified as well as National advertisers 
have found it out. 


Year after year HARDWARE AGE has led 
its field in the volume of classified as well 
as display advertising. Its classified col- 
umns bring together buyer and seller, em- 
ployer and employee. 

Those who contact the hardware trade 
know from experience that HARDWARE 


AGE is the logical medium to use to secure 
RESULTS from their classified advertising. 


HARDWARE AGE 


Classified Opportumitios Dept. 
100 East 42nd St., New York City 
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SAW HORSE 
LEGS! 


NEW/FOLDIN 


Hundreds of Uses! 


One of the fastest sell- 
ers ever developed for 
the hardware store. All 
metal legs that fold for 
easy transportation. Set 
up in seconds with any 
2x 4 or 2 x 6. Alligator 
grip holds legs securely. 
2 heights — 24” and 
30”. Sell to carpenters, 
painters, schools, fairs, 
churches, hobbyists, 
stores and many others. 


BRACKET 


Wagner Root 
Brackets, Ladder 
Brackets, Scaffold 
Brackets are all in 
demand wherever 
shown by dealers. 
They save time, 
material and space 
for builders and 
are safer for men. 
Also a complete 
line of studding 
sockets. Write for 
latest folders and 
prices. 







—_ 


ALL TYPES FOR 
ALL USES! 





Save Time 
Save Space 


wert. mA-¥40 


MANUFACTURING CO. 








Vv V ASG MN EF 2 Cedar Falls lowa 





Now’s the Time to Sell Savoil 


NEW LOW-PRICED 
COMBINATION HEATER-COOKERS 


vi0iG \ 





R 
SEND a No. V101G — New, low- 
NEW H oG priced combination heater 
CATAL and heater-cooker. Brown 


stippled steel finish. Avail- 
able in both one and two- 
burner models, Fast-movers 
for price-minded buyers. 


UNITED STOVE | © Ypsilanti, Mich. 
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HE hardware store 


of Cummings & Weldon is appar- 
ently deserted save for the pres- 
ence of John Cummings, the senior 
partner, who is checking up on 
the day’s sales. The clerks have 
gone home for the day and busi- 
ness, to all intents and purposes, 
is over until next morning. Mr. 
Cummings is intent on his work 
and fails to hear the miner noises 
which keep coming from the rear 
of the store. Suddenly there is a 
crash. The senior partner jumps 
to his feet and hurries to the back 
of the store where he finds Edward 
Weldon, the junior partner, look- 
ing at a cloud of dust which arises 
from a pile of merchandise on the 
floor. 

CUMMINGS: Gosh, Ed, what 
happened? I thought you'd gone 
home to dinner. What are you 
trying to do? 

WELDON: Just checking up on 
some of the old stuff we have in 
this store that hasn’t moved in the 
last three years. 

CUMMINGS: I can see that all 
right, but what’s the big idea be- 
hind it? That stuff hasn’t moved 
in three years and probably won't 
for the next three. Guess we'd 
better write it off and forget about 
it. 

WELDON: That’s what I had 
been thinking, too, until I read 
that article in the August 22 is- 
sue of HarpwarRE ACE. 

CUMMINGS: What article do 


you mean? 
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WELDON: That one about get- 
ting rid of shelf warmers. Oh, I 
forgot. You haven’t seen that is- 
sue yet. I still have it home. Well, 
the article I have in mind told 
about two firms, one in Massa- 
chusetts and one in Iowa. They 
had pretty much the same prob- 
lem we have. They had a lot of 
shelf warmers they couldn’t sell. 
The Massachusetts firm ran a big 
ad in the local paper announcing 
a “Sucker Sale,” admitted that this 
merchandise hadn’t moved and 
put it up for sale at ridiculous 
prices. The Iowa concern did just 
about the same thing only they 
called their sale a “Cat and Dog 
Sale.” Well, the story went on to 
tell how they not only managed 
to get rid of the shelf warmers but 
sold a lot of new merchandise in 
the bargain. And each of those 
firms managed to get some mighty 
fine publicity. What do you think 
of our doing something along 
those lines? 

CUMMINGS: It’s a swell idea. 
Let’s get started on it right away 
and see what happens. And, by 
the way, when do I get that issue 
of Harpware ACE and what else 
is in it that I should read. 

WELDON: You should read 
everything in it—feature articles, 
news, new products and every ad- 
vertisement. Read it from cover 
to cover and you'll know what’s 
happening in the hardware busi- 
ness. But, if you want some of 
the high lights on feature articles, 





I'd suggest that you start at the 
beginning and read the one on 
“ ‘Fair’ Labor Standards in Name 
Only.” It’s a dandy. It shows 
how the Wages and Hours Law is 
really working hardship for the 
workers instead of bringing the 
milennium it was supposed to 
bring. Then there’s another 
“honey” on “Farm Electrification 
Means Profits for You!” This 
one is played up along a mighty 
interesting angle and emphasizes 
the fact that when you consider 
selling electrical equipment to 
families on newly energized farms 
you should get started with your 
selling before the electrification is 
accomplished. 

CUMMINGS: Good, sensible 
argument, I’d say. And it might 
be a mighty good idea for us to 
get after some of those farmers 
back in the hills who are getting 
that electric high-line next spring. 

WELDON: That’s the line of 
approach the article suggested. 
There is also another feature about 
selling builders’ hardware at a 
profit. No wasted words in that 
one. It got right down to cases at 
the start. Then there was another 
article about a firm in Oklahoma 
that modernized its store to attract 
women customers and _ attracted 
more customers of both sexes and 
all ages. Tell you what, John, 
you've got to be modern these 
days. That article told how it 
was done in detail, even showed a 
plan of the new store. Then there’s 
another feature on “Monopoly in 
Retail Distribution.” It takes up 
the chain store problem and 
thrashes it out pretty thoroughly. 
Then add to that the news, new 
products, market reports and 
you've got a pretty well-rounded 
issue. I'll bring it in in the morn- 
ing. . 

CUMMINGS: Morning _ noth- 
ing! You get me all steamed up 
about it and then tell me you'll 
bring it in in the morning. I'll 
walk around to your house with 
you now and get it myself if 1 
have to beat down your front door 
to get it. And before I leave here 
tonight I’m going to send in a 
subscription for my own personal 
copy. Partnership in business may 
be all right but I want my own 
copy of HarpwareE ACE. 
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FOX -— = 22°26 


12, 16, 20 Gauge and .410 Bore. A great name... a supreme value. 
Orde: promptly from your jobber. 


FOX GUN DIVISION @© SAVAGE ARMS CORPORATION © DEPT. L-47, UTICA, NEW YORK 





Popular MITRE KIT 


with new angle index 


Note how you can adjust our new model No. 525 to any angle desired 
and securely lock it with handle that shows beneath the kit. It accurately 
cuts sizes up to 2x4. The Baker McMillen MITRE KIT is a well made, 
precision unit that appeals to both the professional and home craftsman. 
Put a few on your counter. They will sell on sight. Write for wholesale 
prices. 


THE BAKER McMILLEN CO., 348 Miller Ave., Akron, Ohio 


Ac. HOTELL 
Tape-Marked ROPE 














—in all styles, sizes and finishes 
bright, cement coated, galvanized 
or coppered—smooth or barbed ... 
Special for nail machines. - diamond. 
needle and duckbill pointe.” 


Specify WICK WIRE and test the - 


difference e in driving performance. 


WICKWIRE BROTHE 


C@AaA TT LAN © +e =. Ww Y em B+: 











The world’s most modern cordage plant, where Columbian 
Rope is made, uses only controlled quality fibre which is water- 
proofed and lubricated by the exclusive Columbian process. 
This is but typical of the care that is taken in every operation 
to make Columbian Rope as good as rope can be made. 


COLUMBIAN ROPE COMPANY, AUBURN, "The Cordage City” N. Y. 
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Good Window Displays « « « « «© « « « «# «@ «@ «@ @aanae 





Do you realize that no one factor will draw people to yeur store And many dealers who require their own copy of Hardware Age 
like attractive window displays of mer a it highly profitable to subscribe to extra copies for their sales 
ree. 
Hardware Age is continually reproducing such window displays— The cost, $1.00 per year, is returned over and over in better 
ite representatives are always on the lookout for new ideas. windows and increased trade. 


HARDWARE AGE, 100 East 42nd Street, New York City 
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gust 

Sava sag emove = rey $ AVAG : e that main ee 
Eese, lead special tim on B08 

resi ba! 2 pr 

from 8¥ 
ing s. To retail, 25 
To retat, st per tube 


per bottle 


Now ADVERTISED 
TO SHOOTERS 


KIT OF ALL 3 PREPARATIONS fo retail 70 





ORDER FROM YOUR JOBBER 


SAVAG | ER Te TUN MECLM® pepT. 1-48, UTICA, N.Y. 
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Convention 


or Vacation 


Although October 14th to 17th 
is your convention time at 
Atlantic City, any time is the 
conventional time for a vacation 
visit by the sea. May we see you 
from time to time? 

400 delightful rooms with baths. 
3 ocean decks. Sky-top Solarium. 
Health baths. 


New York Office: 
PEnnsylvania 6-0665 


Hotel 


Claridge 


ATLANTIC CITY 


RAPER 
Gerald R. Trimble = ”, 
General Manager = 


vis? 
















PERFORATED RUBBER, 
AUTO TIRE & LINK MATS 


BURTON MAT Co., BROOKLYN, N. Y. 
Positively 
the best 
buys in 
the 


MORGAN 
FURNITURE 





COMPANY 














15 days- 


before date of issue 
is the closing date 
for the classified ad- 
vertising section. 
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The ““WHO MAKES IT ?”’ issue of HARDWARE AGE 


enables you to quickly locate sources of supply and helps 


you answer many questions regarding brand names, 


products, etc. 


Bozeman, Mont.: Who makes the 
Hercules bronze spurs? H. B. Me- 
Cay. 

ANSWER: North & Judd Mfg. 
Co., New Britain, Conn. 


* * *% 


Montreal, Canada: Who makes 
the Huot index drill cabinets? Ed- 
ward Roy. 

ANSWER: Huot Mfg. Co., 500 
Robert St., St. Paul, Minn. 


* * * 


Dover, N. H.: Who makes the 
Hemco molded dinnerware? J. Her- 
bert Seavey. 

ANSWER: Bryant Electric Co., 


Hemco Plastics Div., Bridgeport, 
Conn. 


Atchison, Kansas: Who makes the 
Babcock milk tester? Blish, Mize & 
Silliman Hdwe. Co. 


ANSWER: Cherry-Burrell Corp., 
427 W. Randolph St., Chicago, Tl. 


* *% * 
New Bethlehem, Pa.: Who makes 
the Crown pipe cutter? J. E. Martin. 


ANSWER: Crown Die & Tool Co., 
267 N. California Ave., Chicago, III. 


* * * 


Jacob, Ill.: Who makes the Por- 
ter hay carrier? Misner Bros. 


ANSWER: Louden Machinery 
Co., Fairfield, Iowa. 


HARDWARE AGE 
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Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 
HARDWARE AGE Directory Number. 


Chicago, [ll.: Where can we pro- 
cure a screw box and tap for cutting 
threads on wood? Hocking & Pen- 
hallegon. 

ANSWER: H. Boker & Co., 101 
Duane St., New York, N. Y. 


* * * 


Somerville, Mass.: Who makes a 
pocket size radio? S. Backer Hdwe. 


ANSWER: Tinytone Radio Co., 


Kearney, Nebr. 


*% *% * 
Langdon, N. D.: Who makes the 
Boyd hay carrier? Elenbaum’s 
Hdwe. 


ANSWER: Simplex, Inc., Beaver 
Dam, Wis. 
* * - 
St. Louis, Mo.: Where can we pur- 
chase a music box that one can put 


in a cake that plays happy birthday 
and other tunes? Meyer Hdwe. 


ANSWER: Mermod & Co., 147 
W. 40th St.. New York, N. Y. 


* * * 


Warren, Pa.: Who makes metal 
slatted awnings? Pickett Hdwe. Co. 


ANSWER: Sunvent Metal Awning 
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Co., 3712 Bronx Blvd.. New York. 
N. Y. 
* * & 

Cambridge, Mass.: Who makes 
the Never Split toilet seat? B. F. 
Bunker & Son, Inc. 

ANSWER: Never Split Seat Co., 
Evansville, Ind. 

x & * 

Port Washington, N. Y.: Who 
makes the Rutz pilot gas lighter? 
Shields Bros. 

ANSWER: Milwaukee Gas Spe- 


cialty Co., 2525 W. Claybourn St., 
Milwaukee, Wis. 


* * * 
Lethbridge, Alberta, Canada: 


Who makes the metal cushion caster 
cups? Hoyt Hdwe. Ltd. 


ANSWER: I. Bellock & Son, Inc.. 
155 Wooster St., New York, N. Y. 


* * * 


Ithaca, N. Y.: Please furnish the 
address of Duparquet, Huot & 
Moneuse Co. C. J. Rumsey & Co. 


ANSWER: 6th Ave. and 18th 
Street, New York, N. Y. 











STOCK THIS QUICK 


* 
KILLS-RATS-ONLY 


Fast selling Rat killer—Not a poison—harmless to 
everything but Rats. Made of oven-dried red squill 
and known everywhere for over 12 years. Nationally 
advertised in magazines, Farm and Poultry papers. 
Hardware stores big outlet. Powder (for Farms) 
retails for 75¢—Ready Mixed 35¢ and $1.00. A 
long profit item—a quick money maker. Hardware 
dealers write for prices. K-R-O Company, Spring- 
tield. Ohio. 




















THEY PULL—CLINCH-—HOLD 


The outstanding fastener fer mav.ing, repairing 
screens, garden furniture, frames, ste. 


Ask Your Joboer 


SUPERIOR FASTENER CORPORATION 
5224 N. Clark St. Chicago, Ill. 


TATE 


Picture 
Hanger 
This striking dis- 
play rack does 
the selling for 

you. 


E.H. TATE CO. 
Boston, Mass. 
U.S.A. 




















New Daisy Waterers 
for HOGS and POULTRY 
ALSO SHAW and DAISY 
CALF WEAWNERS 
133 wy ee 0) eA ee @ FG Se) 
Write for FREE Circular Mfrd By 
QUINN WIRE & IRON WORKS 


BOONE, 10OWA. USA 














Cc A OK. S 
SUPER VALUE 
NAIL CLIPPER 


New member of Gem c 
Nail Clipper family. 
Hardened jaws, nail 
file, cleaner. Heavily 
nickeled. Doz. on colorful card 
at jobbers’. Send for details. 


THE H. C. COOK CO. 
27 Beaver St., Ansonia, Conn. 


DENISTON 
“Led sear NAILS 


Drive Screw Shank gives powerful 
grip. Lead under the head and down 
the shank plugs hole around the nail 
to form weather-proof lead seal. Nail, 
lead and sheet solidly locked together 
by “bump”... Send for samples. 


The DENISTON Co. “zizz2s° 
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Classihied Opportunitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





| Clanrijied Adwentining Rater | 





Help Wanted, Accounts Wanted 


Business Opportunities 
Sales Representatives Wanted 
Set solid, maximum, 50 words....... $3.00 
All capitals, maximum, 50 words.... 4.00 

Each additional word......... 06 


Positions Wanted 
(Special Rate) set solid, maximum, 
FO GOBER ccccccccccessacceccesee .50 
Each additional word .............. 01 
Aliow Seven Words for Keyed Address or Your Address 


BOXED DISPLAY RATES 
GU GE, wh ah hie oon enccneeceastvac $5.00 
Each additional inch ......... 4.00 








DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 





HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept 
100 East 42nd St., New York City 











| ‘Poritiown Wanted =| 


Positioms Wanted | 


| _ Penitions Wanted | 








HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers. counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 


MANUFACTURERS OF HARDWARE OR 
HOUSEFURNISHING — executive, sales man- 
ager, mfg. experience. Age 49 years, widower, 
family grown. Available October First. Desires 
traveling connection in Middle West. Best ref- 
erences. Address Box E-110, care of Harpware 
Ace, 100 E. 42nd St., N. Y. City. 


Dg pons AND AMBITIOUS YOUNG 
, 23 yez ars old, single, desires position. Has 

ned eight years’ experience in the hardware, paint, 
plumbing and housefurnishing line, also _thor- 
oughly experienced in the gas range field and 
major electrical appliances, such as refrigerators, 
washing machines, etc. Address Box E-107, care 
of Harpware Acer, 100 E. 42nd St., N. Y. City. 


EXPERIENCED SALESMAN WANTS TO 
TRAVEL Texas and Louisiana for an established 
manufacturer of a staple and competitive builders’ 
hardware or related line. Past contacts and ac- 
quaintance with the buyers in the lumber and 
hardware trade throughout these states insure 
satisfactory distribution. Address Box E-103, 
care of Harpware Ace, 100 E. 42nd St., N. Y. 
City. 








HARDWARE MAN THOROUGHLY EX- 
PERIENCED IN Retail and Wholesale hardware, 
paints, sporting goods and kindred lines, desires a 
position with responsible retail firm. References. 
Capable of buying, bookkeeping and store manage- 
ment. In early fifties and good health. Free to 
go anywhere. Middle West or South preferred. 
Salary secondary. Address Box E-90, care of 
Harpware Ace, 100 E. 42nd St., New York City. 


GENERAL MANAGER FOR MODERATE 
SIZE live industry. Twenty years’ experience, 
organization, market development, cost reducing 
methods, large industry. Capable engineer, ma- 
chine shop, sheet metal, foundry operations. Na- 
tional contact with hardware and implement. 
Invite preliminary negotiations with principals in- 
terested in improving their position. Where the 
application of ingeniousness and energy may lead 
to permanent connection. Age 44, Protestant, 
married. Alive and progressive. Will go any- 
where. Present location—Wisconsin. Address Box 
E-106, care of Harpware Ace, 100 E. 42nd St., 
nN. 2. Ga 








SALESMAN, AGE 34, POSSESSES LARGE 
FOLLOWING in New York City and vicinity, 
calling on hardware and plumbing supply jobbers, 
also large retailers, desires active competitive line. 
Address Box E-86, care of Harpware Ace, 100 
E. 42nd St., N. Y. City. 





SALESMAN WELL ACQUAINTED WITH 
JOBBERS, wholesalers and major dealers in 
hardware and plumbing supply trades in Metro- 
politan New York and Northern New Jersey 
would like to represent manufacturer on com- 
mission _ basis. Address Box E-88, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 








EXPERIENCED SALESMAN NOW COV.}| 


ERING SOUTHEASTERN territory wants to 
represent some well-known manufacturer or man- 
ufacturers’ agent in this territory or part of same. 
Well acquainted majority distributors handling 
hardware items. Eleven years present connection. 
In answering give full details, if interesting will 
give references, etc. Address Box E-101, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 


INDEPENDENT MERCHANTS—WE ALL 
KNOW that you must change your methods of 
merchandising to compete with chain stores. I 
have at your disposal 10 years’ chain store man- 
agement. Independent store needs and proven 
methods that will increase your business. Will 
consider any location East of Mississippi River. 
Address Box E-95, core of Harpware Ace, 100 
E. 42nd Street, N. Y. City. 


AVAILABLE, AFTER SEPTEMBER FIRST 
—EXPERIENCED retail hardware, housefur- 
nishings, paints, and kindred lines, also office rou- 
tine. Many years as general manager for chain 
and independent retailers. ‘Would like to locate 
in warm climate. Willing to go anywhere at 
reasonable salary. What have you to offer a 
go-getter? Address Box E-82, care of HARDWARE 





Ace, 100 E. 42nd St., N. Y. City. 
PURCHASING AGENT—AGE 31, POSI- 
TION WANTED with future. Experienced in 
wholesale hardware, electrical and mechanical 
manufacturing, construction and motor rewind- 
ing. Some traffic and cost. Private school 
graduate—attended business college. Familiar 


with electrical, radio, automotive, sporting goods, 
cutlery, mill supplies, tinware, enamelware and 
builders’ hardware. 10 years’ experience. Address 
Box E-104, care of Harpware Ace, 100 E. 42nd 
Se, . Fa Cay . 


“~~ 


SALES MANAGER—WITH YEARS OF 
EXPERIENCE selling to builders, hardware 
buyers of wholesale hardware, jobbing houses 
throughout the United States, seeks connection 
with manufacturer. Buyers from Seattle to San 
Diego and back across the Continent personal 
friends of long standing. Reference furnished 
from buyers themselves. Age 40. Health excei- 
lent. Can invest. Available September Ist. 
Address Box pe care of Harpware Ace, 100 
E. 42nd St., N. Y. City. 








|{Sales Representatives Wanted | 











FOUR GOOD TERRITORIES OPEN 
A prominent manufacturer, with complete line of 
enameled cooking utensils, modern in style, color 
and finish has openings for four good salesmen to 
sell wholesale hardware and department store trade. 
Commission basis and no objection to salesmen with 
non-competing additional lines. Give references, 
present connections and territory desired. All cor- 
respondence confidential. Available territories are 
1—Up-state New York, not including Metropolitan 
New York area. 2—Pennsylvania, southern New 
Jersey, Maryland, Delaware and District of Colum- 
bia. 3—Wisconsin, Minnesota, Dakotas. 4—Mis- 
souri, Kansas, Oklahoma, Arkansas, etc. These 
areas subject to adjustment and discussion. 
Address Box E-92, care of gy” eae AGE 
100 E. 42nd St., N. Y. City. 














OLD RELIABLE CORPORATION OFFERS 
WONDERFUL opportunity to sideline or full- 
time salesmen. Selling furniture, hardware, de- 
partment stores. Fast patented sellers. Small, 
light sample case. Positively world’s finest. Call 
on only best concerns. Best selling season now. 
Address—Dustmaster Corporation, Minneapolis, 
Minnesota. 





OPPORTUNITY TO EARN TRAVELING 
EXPENSES. Certain territories open starting 
September first on new lines of mirrors, metal 
cabinets, stepstools, large toys, bridge tables, lamps 
and other items carried by large hardware stores. 
Exclusive territory and no house accounts. Full 
commission on all business. When writing state 
exact territory you cover and class of trade. 
Commissions from these lines will leave your 
main line earnings as clear income. THE WAL- 
TER S. KRAUS COMPANY, WOODSIDE, 
NEW YORK. 





MANUFACTURERS’ REPRESENTATIVE 
WANTED IN NEW ENGLAND territory call- 
ing upon large department stores, dealers in fire- 
place fixtures, gifts shops, etc., to sell our attrac- 
tive line of fireplace bellows. "Address Box E-96, 
care of HARDWARE Ace, 100 E. 42nd St., N. Y. 
City. 








Samples of Merchandise. Literature, Catalogs, etc., will not be forwarded unless accompanied by full 


postage for remailing. 
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[ Business Opportunities | 




















J MANUFACTURER OF CABINET AND 
BUILDERS’ catches is interested in representa- 
tion, calling on hardware jobbers and furniture FOR IMMEDIATE SALE 
manufacturers. Guamiadien only. State expert I WANT Established hardware, plumbing supply and major 


5 i , _ - 5 appliance business with splendid opportunity to ex- 
= and ere mpd covered. Address Box E 105. 2 MORE REPUTABLE LINES pand Modern fixtures, clean stock, good loca- 














care of Harpware Ace, 100 E. 42nd St., N. Y. ie tion at subway station in growing section of 

City. For over 17 years I have sold hard- Long Island. Store enjoys excellent reputation. 
ware for national manufacturers to Will sell for inventory estimating about $25,000. 

a - - — 7. — the hardware jobbing trade and Mill Interested party must be able to finance. 

Supply houses in upper New York State Address Box E-109, care of HARDWARE AGE 

A FEW GOOD TERRITORIES NOW open and Pittsburgh area. 6. ee &.. S. V. Sr: 

pe Paget salesmen. Line anes of mop I am about to operate as a manufac- 

sticks, mop wringers, window and floor squeegees, turers’ agent and want 2 more hard- ee ee ee Oe 

lawn rakes, etc. Only salesmen well established ware lines. 

can be considered. In answering advise lines now , . 2EN > THE YOK “ 

ees . Ps hess : Only quality merchandise backed by SEND FOR THE BOOK “MERCHANDIS- 

Snes 9S Se Of ten Ae reliable manufacturers will be consid- ING THE PLUMBING AND HEATING SUP- 

S. S. Sae Copeay, Se, Se te aed. PLY BUSINESS.” THE ONLY COMPLETE 


BOOK OF ITS KIND. PRACTICAL, USE- 
FUL, INFORMATIVE. FOR ALL PROGRES- 


CONNECTICUT "HARDWARE JOBBER 





Best of references furnished. 




















Pye tt , Address Box E-I1!, care of HARDWARE AGE SIVE RETAILERS. CHOCKFULL OF IDEAS, 
WANTS A young man with hardware store ex- 100 E. 42nd St., N. Y. CITY. ADS, CHARTS, MERCHANDISING FACTS, 
perience who drives a car and can sell general -| OPERATING INFORMATION. A WISE 
line of hardware to hardware and general stores. INVESTMENT AT $3.00 POSTPAID. AD- 
For interview give full particulars about your- FO AE rom aa Baie DRESS NATIONAL PLUMBING SUPPLY 
self—-experience, age, married or single, etc. Ad NEWS CO. 45 MILK STREET, BOSTON, 
dress Box E-97, care of Harpware Ace, 100 E. ESTABLISHED, WELL-RATED SALES MASS. . 
42nd St., N. Y. City. ORGANIZATION calling upon wholesale and re- 
~ tail hardware stores, lumber yards and building | —— —< 
— r REPRESENTATIVE WANTEI material et _* east — ag “ in 
SALES SPRESENTATIVE JA? =D | position to handle additional volume lines. Manu- > > m¢EK > >ANDERS fre. 
CALLING ON hardware, department and drug | facturers desiring representation in this territory ‘mee — aed oe pe geen 
stores to represent new, fast selling 4-in-1 pant | write Box E-29, care of Harpware Ace, 100 E. inne | Mbtiees’ Wc age ienwakd 
or skirt hanger, for men or women. Ideaf | 42nd St., N. Y. City. ype ‘100 E. 42nd St N. ¥. City 
— Christmas or year around seller. 15% commis- 7 oe et hicg, ee err e, 
TH sion. Write fer circular stating what territory a Rea ise 5 ea See. J tee hee ae ats oe 


and line represented. Eighty cents required for etitiniendchdiahnidica ‘ ‘ me 
samples to start. Refunded anytime. Address— _ pANUFACTURER HARDWARE, HOUSE FOR SALE—HARDWARE STORE r 
Tends Bixtose Ca. Box 28, tyan. Mass FURNISHINGS, electric home appliances or oe SALE-——THé AKE . KE nea 
rsey eae . ’ fe satire Le kindred line, financially responsible, who desires | Chicago, Illinois, in town of 7,000 one a reed 

money. vocation 











com- eoaeeenen — | services of reliable and experienced salseman for eee sb , has yr ge ee C “ nny = 
of mee on — - —— Chicago territory. Now selling jobbing, depart- | established more than 15 years. an increas 
: . oe ioe —— C eo ho he: ig ment and chain store accounts. Straight commis- | double volume. Address ., Box E-99, _ of 
— of the Mississippi my yr * ‘Deead’ Geacheat sion. Address Box 7692-A, care of Harpware | Harpware Ace, 100 E. 42nd St. N. Y. City. 
Missis: s K 2 “ 4 ff 7 “hin. - ell 
Type Garage Door, recently placed on the market Ace, 1012 Otis Bldg., Chicago, Ilinois. 
and going strong. State references, products | __ = Z 4 
A being sold and territory traveled. This has never MERCHANDISE WANTED—I BUY FOR 
been offered before. Address—President, Strand LINES WANTED BY REPRESENTATIVE | cash small or large lots of manufacturers’ close- 
Building Products Company, 452 So. Woodward, WHO imnows. the cate in. Saath Bnatern Trade, | outs, jobbers’ surpluses and any discontinued 
Sd Birmingham, Mich. who is producing cn lines now carried. We | items in the hardware and harness line. Write 
— — need additional lines to hardware dealers, lumber | 7° what ee 7 egy me J. 
a yards, department stores, building material deal- epstein, 815 Central St., Kansas City, Mo. 


DISTRIBUTORS, JOBBERS, MANUFAC. | ers, and general stores. We are producing. We 











“- b Srcomaar 4 age + ctr aaron ta 1 United want a volume line, a good paying commission an Pe Ps oi 
: sity de onggs lee a aad | WS eM BOE Sm Homme Mee | wampwane, , PLUMBING, | EATING 
“7 wa te tema atin, — town on the shore ‘of Lake Michigan. Excellent 
> stores, building supply houses, dealers, etc. Write ny gos a resort, trade. Stock ianeneny 
an for territory. Address Landau, 2325 18th St., $3, to $4,000. This is a good, going, mone) e 


, N. W., Washington, D. C. . ege making business. References of any kind can be 
n- ee Bavsiness Opportunities furnished. Owner must leave because of health. 























ot - = Aan Address—E. J. Te Ronde, Cedar Grove, Wis. 
se MANUFACTURERS’ REPRESENTATIVES i 
WANTED IN MIDDLE WESTERN STATES — apni . sesitensicinteineliinahasiniia 
BUILDERS’ HARDWARE QUALITY LINE FOR SALE—GENERAL HARDWARE AND ; ae) i 
_ FOR DISTRIBUTION LARGER DEALER | PAINT store, near New York City; inventory FOR SALE AT AN ATTRACTIVE PRICE, 
ie AND LUMBER ACCOUNTS. FULL COM- | about $8,500. To responsible party will accept | the complete patterns, drawings, jigs, fixtures and 
—— MISSION BASIS. SHOULD HAVE ESTAB- $6,000—$7,000 cash, balance notes. This store is | patent rights for the manufacture of The Kohler 
LISHED FOLLOWING. PLEASE STATE ExX- | a bona fide money maker; fresh clean stock, stand- | Stove Pipe Cutter and Crimper. The only ma- 
ERS PERIENCE, TERRITORY, LINES’ HAN.- | ard brands, no competition. Good value and a| chine of its kind. Perfect in all details and has 
full- DLED. ADDRESS BOX E-108, CARE OF | sound investment. Bargain hunters pass this by. | a national market. Sold to the hardware trade. 
de- HARDWARE AGE, 100 E. 42ND ST., N. Y. | Address Box E-102, care of Harpware Ace, | Address—Kohler Mfg. Company, 115 Hornaday 
mall, CITY. 100 E. 42nd St., N. Y. City. Road, Pittsburgh, Pa. 
Call dainannistaniatenatonilaion : 
now 
polis, 





Year after year HARDWARE AGE has led its field 
ING 
me | The Story of the in the volume of classified as well as display adver- 


1 
amps tising published. 4 Its classified columns have proven 


‘Full 66 WA N T A D af a valuable aid in bringing together buyer and seller. 


state 


rade. employer and employee. Those who contact the 
your 
i A Business paper’s value as a vehicle for hardware trade most closely know, from observation 


and experience, that HARDWARE AGE is moss 


“Want Ads” d d on how widely and 
23 fiprnant widely and thoroughly read by live hardware men. 


thoroughly it is read in its field. Every 





all classified advertiser in placing his adver- 
Bn tisement in HARDWARE AGE offers spon- 


—s taneous evidence of his conviction that this las 4 ARDWARE AGE 25 aphsel 


paper is mostly widely and thoroughly read 
in the hardware trade. 100 East 42nd St., New York City 
all 
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BUILD SOLDER SALES 

























The Dash (—) Indicates that the Advertisement Does Not Appear in This issue 
° * * ‘ 
With Gardiner Quality & ’ “ A Dickson Weatherproof Nail Co. 
You'll A 4d hold the ‘ | oe © .. -™ 3 eeererae 99 
be — & | ACMC SRCAF NW... ++ cccces seee*s “=! Disston & Sons, Inc., Henry. 
cream of the big. profitable Acme Steel Company........... 97 | Dixon Crucible Co Joseph 
package solder market when . : Aladdin Industries, Inc......... —} Domes of Silence, Inc. ees ve : * 132 
you stock and display this 4 7 Allen Mfg Co we 0.66 ee eececeooce 108 Dooroscope Co., Inc., a... = 
nationally famous line. Ask All-in one Cement Co......... - —|Draper-Maynard Co............ <= 
your jobber for details on Alter Co., The Harry........ - Iau Pont de Nemours & Co., Inc., 
fast - selling Repair - All American Cabinet Hdwe. Corp... —-| of. oo... .ccccccccaccees . 185 
Household Package and American Chain & Cable Co., Inc. 32] Durable Mat Co...... 
lenders with |. 5 and 20- American Chain eee evens 32 
und spool buyers. American Fork & Hoe Co., The.11, 12 
po! oe 7 American Mfg. Co.......... — E 
American Shearer Mfg. Co..... — 4 
American Steel & Wire Co.... 25 | Kagle Lock Co... De aa 
American Thermometer Co...... 89] Eagle Mfg. Co...... ee her aioe 
American Thermos Bottle Co 28 | Eagle Rule Mfg. Co........ Cee | ils 
American Turpentine Farmers AMR se eS 2 on 
Assoc., Cooperative ......... —| Eémont Mfg. Co..........0.. -- 
American Window Glass Co..... 14] Elastic Tip Co., The........... — 
- American Wire Fabrics Corp.... —]|Eleo Mfg. Co..............6-. i 
Ames Baldwin, Wyoming Co... TJ] Electric Steam Radiator Corp... - 
4821 S. Campbell Ave., Chicago, m. Animal Trap Co. of America... — Embary Mfg. Co.......... oy -—-—=— 
-- Arcade Mam. Co. ....cccccss .. 110] Empire Level & Mfg. Co...... 118 
Archer-Daniels-Midland Co - — | Eswing Co., The.......... ug 
Armstrong-Bray & Co.......... -| Evans Prods. Co.............- —_— 
Armstrong Bros. Tool Co...... BOGE MveweGy Os., Thos occ ccsiccccccs 115 
Arvey Corp. ..c-:« seccee, * 
Asbestos Textile Co., Inc..... . 104 
Associated Mfrs., Inc......... F 
GP Ge Be. Saccdccccceccic 8 
Atlantic Blade OCatp.... .... 69] FPairbanks-Morse & Co....... SS 
ANT INK Automatic Products Co........ 90 | Farrell-Cheek Steel Co....... 
Gene GR. a cocsncvedsenasees — | Fawcett Publications ........ 
WERGGRGR ROSE GO. cccccccsisce = 
Flexible Steel Lacing Co....... a 
SPRIN Wierence Steve Ce... .ccccccese 18 
B Se ae “aS ea _ 
ee a . a RR eee 27 
Keep Bolted Assemblies Babcock Co., W. W......seee: =| Frankelite Co. |..........-... ae 
Baker MeMillen Co............ 127 eee MON! Oe, ass ccdceiee 91 
permanently TIGHT Ballonoff Metal Products Co.... —| French & Hecht, Inc.......... peers 
Barr Rubber Products Co...... —| Frick-Gallagher Mfg. Co ne 
Millions used in all Barrett Co, The... ..eeer sees a. . ........... = 
artiet Mfg. Dececcescerccsces — 
types of manufactur- ee — 
ing plants. Beall Tool Co........ exca wee G 
" . : Behr Manning Corp.......... ; - 
Finest steel—live action. eens Os., ine. Otto..... —|Gale Products ST Saar 
Fully Guaranteed by Bethlehem Steel Co............ — Gardiner Metal Co............ 132 
Binks Mfg. Co.......+.++-++-- — {General Electric Co........... ~- 
BEALL TOOL COMPANY Bissell Carpet Sweeper Co..... — I ls re Bln. _ —_ 
East Alton, lil, , St My ¥ Blaisdell Pencil Co....... a on! “SSN US ae ee ow 
at ie 7 : Bommer Spring Hinge Co...... — RE LSS RI eT tae — : 
ASK YOUR JOBBER Bond Electric Corp............ — Heating Devices ..........-- 19 
: Pe ME Gi vccvaseetessance 17 DIL, cgice ans 4 atts  —_ 
toston Woven Hose & Rubber Wiring Devices ............ ai 
- CO. wee eceeesesnssences --- 10] Gephart Mfg. Co............ _— 
Boyle Co 8S. (Black Flag Gibson Good Tools, Inc........ - 
ee — | Gilbert & Bennett Mfg. Co..... — b 
toyle Co., A. 8 — Wood) —1| Gillette Safety Razor Co....... — D 
°) Royle Co., A. 8S. { ree-in-One Glass Coffee Brewer Corp...... —_ b 
R. MURPHY S STAY-SHARP Ly = eres . —1Globe American Corp........-- — 
A COMPLETE Briggs & Stratton Corp......... 65] Goodyear Tire & Rubber Co., Inc. 4 d 
brooks & Sons, M. S........ —— Eee BR Obs cs ccd éecces<s - 
_ ae Brown Corp., W. R........... >| Grand Specialties ............. - N 
Brown & Sharpe Mfg. Co -- 107| Gray & Dudley Co............ 1 n 
Brush-Nn Co. ......... -! Greenfield Tap ie Corp..... ote N 
‘ Builders’ Hdwe. Textbooks...:: 184| Greenlee. Tool. Co.e esos. - N 
Burton Mat Co...... - 128] Griffin Mfg. Co............ oo N 
Bushman Saw Div. N 
al a ; H N 
Other Good = [sed in shoe factories throughout the country. Cc N 
SELLERS 2 ° a WI ‘- Hamilton Beach Co...... sin ee 67 N 
Queer tabee Famous for quality and durability. nen the Calbar Paint & Varnish Co.... 133 Hamlin Metal Prods. < A 27 N 
H . om sities . Capewe } CBiccses Senes - anover ire oth Diccacs _— J 
Rubber Kuives best is wanted R. Murphy Knives are de- Cerberuadum  Co., : eo ~-| Hanson Scale Co............. _ N 
Clam Knives manded . . . for good workmen know and ap- Carey Co., The Philip....... — Harrington & Richardson Arms N 
Mackerel Knives 7 ‘ f‘arnegie-Illinois Steel Corp.... — CH. baleniee teccesscnesioe oo = 
Cigar Knives preciate good tools. Stock the Murphy line Carrollton Metal Products Co. 110 Harris Hardware & Mfg. Co., 
Pruning Knives ‘ Casein Co. of America....... — RRR PER ee reese _— 
Oileloth Knives of work knives, to your own profit! Champion Hardware Co., The.. -——| Hawkins Co., The............. 20 
Buteher Knives ‘ Cheney Hammer Corp., Henry.. 86] Hazard Insulated Wire Works. . 0: 
Kttohee Kutvos Write for complete Catalog and Price List Chicago Lock ag ag a ian Heckethorn, Mfg. & Supply Co... a ° 
Chicago Roller Skate Co....... _— eller Onn We Crcccccsecoes > ; 
fuotng Knives ROBERT MURPHY'S SONS CO., Ayer, Mass. Chicago Spring Hinge Co..... —| Heller Bros. Co...........2: a 0 
Chicago Wheel & Mfg. Co...... - eee Gn Ts 04.0.0 050,08 ice ane 
Chicago Wheel & Mfg. Co...... en GA, Boccsscesos soe 
ESS” Ere eer errs T 128 | Hoppe, Inc., Frank A........ P 
= . — _ — Clayton & Lambert Mfg. Co... - Horst Universal Sales Co....... P; 
Geese DOGG, Bie. <cevtsveane 103 | Hotel Benjamin Franklin....... Ps 
be > 7 Cleveland Chain & Mfg. Co., The — | Hotstream Heater Co.......... Ps 
> quine of N Cleveland Wire Spring Co., The Hoyt & Worthen Tanning Corp. Ps 
€ I Coburn Trolley Track Co....... PD Gg occ c cvwscete ¢ 
Coleman Lamp & Stove Co..... SDP AO. coxcsceuseses -- Pe 
su DE SILENTLY - SOFTLY- SMOOTHLY Collins Co., The.......0.000. 121 % 
——$<—<$—$<—<— oro Toe Colson Corp., The...... seas 25 Pe 
Columbia Steel Co...... eccccee Pi 
SAV E Potrpeeh U ne Columbian Rope Co........... 127 1 Pi 
F RS- | Columbian Vise & Mfg. Co..... -| Imperial Bit & Snap Co...... — Pi 
& LOORS-C E Qu Congoleum-Nairn Co. .......+ oo ieperial Molded Prods. Corp... 121 Pl 
Connecticut Valley Mfg. Co. 117 | Independent Lock Co....... . 85 Ph 
Consolidated Sales Co.... os =F tnteetre ME, Oo... ..0ccccas. . PI; 
Continental Steel Corp....... — | Indiana Steel & Wire Co....... — Pl; 
Cook Co., H. C., The......... 129 | Ingersoll Steel & Dise. Div. Pr 
Crees We Coico cccccus 16 Borg-Warner Corp. ......... == Pri 
Cross Ce., We We cscccccnse International Harvester Co., Inc. 61 Pre 
Cycle Trades of America, Inc - International Nickel Co., Inc... 29 
Cyclone Fence Co......... ‘ 13} Irwin Auger Bit Co., The..... — 
D J = 
. Jackson Mfg. Co....... ve - 
Daisy Mfg CO. woe eeeerees Jennings Mfg. Co., The Russell - 
Daniel Oe., BAW. Weccrcccesse - Justrite Mfg. Co an: 
Dazey Churn & Mfg. Co....... mi , ais iy aging Ra: 
Ask your Jobber. If he is not supplied write to De Luxe Clock & Mfg. Co., Inc.. — oe 
Belem ABR. DBiGiccccccccccces - K Re. 
AN Ga a CMO MA MMOME owt Operaced Hotelal. 11 Re 
0 Nc., al . ‘ i DeWitt Operated Hotels....... 115 | Katzinger Co., Edward ‘ ee a= Reg 
Diamond Calk Horseshoe Co.... Keene Mch. Co., 0. 8......... — Rer 
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ee Ob i cats ccxaanae — | Republic Steel Co.............. 
|” “aaa — | Reynolds Wire Co............ : 
Keuffel & Eeser Co... ...scccces 74 | Rich Ladder & Mfg. Co., The... 
Keystone Steel & Wire Co..... — | Richards-Wilcox Mfg. Co....... 
co eS . Sere. ==} Rissen ©o., Guemr C....062.00- 
Knapp-Monarch Co. ........... 23 | Rochester Sash Balance Co., Ine 
Bap GeO Siviwaancecesenss 129 | Rogers Isinglass & Glue Co..... 
SR eee ee 30 
Royal Electric Co., Inc......... 
L Ruby Chemical Co......... ne 
Lamson & Sessions Co...... —" Russell, Burdsall & Ward Bolt ; 
Landers, Frary & Clark..... = « amg linge” Ngee he "ea # 
Lead Industries Assoc....... __. | Byerson & Son, Inc., Jos. T 
Libbey-Owens-Ford Glass Co..... _ 
Lineoln-Schlueter Floor Machin- 7 
CF Gi. cadbs St pte reesucils cs 3 
Listo Pencil Corp.......... —| Samson Cordage Works........ 
Lockwood Hdwe. Mfg. Co....... — | Sand’s Level & Tool Co....... - 
Lowe brothers Company, The. . - Sandvik Saw & Tool Corp...... 
Lufkin Rule Co., The.... ae: lll ee 127 
Schalk Chemical Co............ 113 
a eA ee ee 
M Schlueter Mfg. Co............ 
E Schollhorn Co., The Wm........ 
McCormick Sales Co., Ine. (Iron Sentinel Radio Corp............ 
Glue Div.) .......... ose — | Shapleigh Hardware Co........ 36 
McGill Metal Prods. Co....... 122] Sheffield Bronze Powder & Sten 
McGuire Co., George W....... 110 reer err - 
MeKinmey Mis. Go..ccccccccce 107 | Shelby Cycle Co. .....0.se0e0. 
Macklanburg-Duncan Oo. ...... — | Shelby Spring Hinge Co....... . 116 
MRCEWER CO. ois. ccccnssccaces —|Sherman Mfg. Co., H. B....... 
Manning, Bowman & Co....... 24... . Rasa reer ere 
Marble Arms & Mfg. Co....... 133] Silver Lake Co...............6: 
Markwell Mfg. Co............ Simplex Mfg. Co 
Marshalltown Trowel Co....... -| Skilsaw, Ine. 
ee ae DOS f Memtte Ces J. Ta ccccccccss 
Master Rule Mfg. Co., Inc...... — | Smith, Inc., Landon P.......... 
Masters Planter Co........... 123] Socony-Vacuum Oil Co.......... 
Mayes Bros. Tool Mfg. Co...... on NE GM, EI ocd kee teas cad 
arr - Speedway Mig. Co. ...ccccccece 
Merchandise Mart, The.... —. i  « eee. ee 
Met-L-Top Tables, Inc........ 83 | Standard Fence Co............. 13 
Metal Textile Corp............ 104} Stanley Tools ............-+- a. 
Miami Cabinet Div. of The Stanley Works, The......... ; 7 
Pe COREE OO. cccccsdevces 93 | Stearns & Co., E. C.......-06. 
| edt oe ree —— | Stevens Arms Co., J..........+. 
Miller, Inc., Robert E....... 132] Stewart Iron Works Co., Inc., 
oe | hs re — C. MET ORTEE TOT eT TRC CT - 
Minnesota Mining & Mfg. Co... 77] Superior Fastener Corp......... 129 


Moore Push Pin Co Swing-O-Way Steel Prods. Co... 12: 








Morse Twist Drill & _— Co -| Syncro Devices, Inc...........- 
Mossberg & Sons, Inc. _eP 
Murphy’s Sons Co., ‘obert. 132 
Murray Ohio Mfg. Co., The.. 21 22 T 
Myers & Bros., The F. E..... 15 
Tamms Silic OCs tidedsweaeke 120 
Tate Co. — FST ter Tree 129 
N Taylor Instrument Companies. . . 
National Brass Co........... ne Coal, Iron & Railroad 
National Carbon Co., Inc....... Seater Comenk Ge CARES a 
— Enameling & Stamping Thompson & Son Co., The Henry 
~ aig ts aca deed ~ tye eh atten Res mi ie .6é:¢Adesbcsh Chet saeeeesae * 
or © eee Advertisers’ a Townsend, B. WwW... siaie aie SHre8.3 Se oe 
National Mfg <* sag aacbaleae eects 120 pea: dhe BEB. GO. cccceccves 133 
National Oil Prods. Co..... |... 119] ripleware .-..--.---eeeeeeees - 
National Pressure Cooker Co..... —| LiPlex Screw Co., re So tty 
New Haven Clock Co., The..... 115 “ae eae & Merchan 
Newport Industries ............ one ane age a Ne essecese = 
New" York Herald Tribune... 70 Tubular Rivet & Stud Co ka oun:0'6 - 
New York fielder Co........... 108 Turner, Day & Woolworth Han- 
Ney Mfg. Co., The - | SR aes ere ee _ 
Nicholson File ae - 
Noreross & Sons, C. - 
ae — U 
North American Press, The. ——| Union Fork & Hoe Co., The 
Northwestern Steel & Wire Co... —] Union Hardware Co. ......... 105 
Nu-Tone Chimes, Inc...... ‘a fina. "2. Sane 13, 25 
Unlted Bteve Oe. ..ccncecccses 125 
o Utica Drop Forge & Tool Corp. 
MENS, (CG. c scien evesinee 
0-Cedar Corp'n. ..... ae ‘ —_ 
ee, ee eee —-- 
Owens-Illinois Can Co......... _ Vv 
Oxford Tool Co...... Vaughan Novelty Mfg. Co., Ine. 125 
Vent-A-Hood Co., The.......... 
P WH WU GIES. 6.0.0:5-0.60.0:5 6:4-4.0:665 - 
Vee, SOE Wks. BE sx6 00.0 case 109 
Page Seed Co........ 
Paine Company, The ... . 2 
Parker Co., Charles...... _— w 
Patent Novelty Co. ... 
Peck, Stow & Wilcox Co cooe SOE Water ME, COs cdicsccsicss 125 
Pecora Paint C0......s.see000 oe} Wall Rope Works.............. 
Perfection Stove Co A Gt WAGE, DIOS Was ccccccccesssve 
Peters Cartridge Div..... ‘ St) UU CUD OU eee ee 
Pioneer Rubber Co., The... . : . | Warren Telechron Co. ........ 
Pittsburgh Plate Glass Co....... =—_j} Warren Tool Corp............. 
Pittsburgh Steel Co. .......... nity EG cc cs tecec aes 
I asi CMD GD, “RMBs 6 6's 605 en see 9S 
Plumb, Inc., Fayette R......... —| Weeks Valve Co. .........-.-. 
Plymouth Cordage Co........... 26 | Westclox «0... 6. eee e eee eees 
Plymouth Rubber Co., Inc...... | Western Cartridge Co........ as 
Premax Products .......... ... 100| Western Cataphote Corp........ 
ROME, OOM csc cdsesdaadwe .~| Western Wire Prods. Co...... 
Progressive Mfg. Co., Inc....... — | Westfield Mfg. Co............. 
Westinghouse Electric & Mfg 
0 errr rere rrrr ere rare: 
a Whiting & Davis Co........... 
Wickwire Brothers, Inc......... 127 
Quinn Wire & Iron Works...... 129 } Wickwire Spencer Steel Co..... - 
Winchester Repe — Arms Co.. 24 
Woodruff & Sons, Inc., F. H.. 
R Wooster Brush Co. . 2 
4 Stee t Wire Co., G. F 
Raybestos-Manhattan, Inc. .... 110 a oS 7 
aw SO 0:40 .0:9.6-04 ‘ 
Reeves Steel & Mfg. Co........ 108 Y 
Regina OCorp., The. ...csccssece 84 
Remington Arms Co., Inc....... 57 | Yale & Towne Mfg. Co., The... 3 
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American-made 





FUSES 


THE COLOR TELLS THE SIZE 


FIRST THEY EYE EM 
THEN THEY BUY ‘EM 


The variety of colors—2-color cartons and 
7-color display box attract attention. The 
“Plus Values” turn interest into 
sales. It all adds up to more 
PROFITS for you. 


Ask your Jobber for COLORTOPS 
Write for Sample 


TRICO FUSE MFG. CO. 


MILWAUKEE WISCONSIN 





‘‘HANDY 
SALES -MAKER”’ 


MARBLES 


1940 CATALOG 


—of Sights, Gun Clean- 
ers, Gun Oil, Knives, 
Safety Axes, Compass- 
es, Fish Gaffs, etc. 
Write for Dealer Catalog of 
this nationally advertised 
line of steady sellers. 


MARBLE ARMS & MFG. CO. 


540 Delta Ave., Gladstone, Mich., U.S.A. 





All Marble’s 
Products are 





~NEW TYPE QUICK LOADING CARTRIDGE 
4] 
CALBAR 
-0- 


















WITH CARTRIDGE EJECTOR GUN 


Use Caulk-O-Seal in the new Vulco Fibre Cart- 
ridge lined with cellophane. Special construction 
of Calbar High Pressure Gun and Cartridge elimi- 
nates all backfiring and leakage. Quick action. 
No waste. Always clean. Caulk-O-Seal is super- 
plastic, weatherproof. Holds fast. Easy to apply. 
Comes in Tubes, Cans, Drums, CARTRIDGES. 
Black and 12 Colors. Send for Color Chart. 
YOUR JOBBER CAN SUPPLY YOU. 


CALBAR Paint & Varnish Co. 
Mfrs. of Technical Products 
2612-26 N. MARTHA ST. 
PHILADELPHIA, PA. 





















Wanta Good Position? 


The quickest and surest way of securing a 
good position is through the Classified Oppor- 
tunities Department of Hardware Age. 

Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 
greatest number of readers. 

Send your copy with remittance to 


HARDWARE AGE 


Classified Oportunities Dept. 
100 East 42nd St.. New York City 
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Contents of the 
BUILDERS’ HARDWARE TEXT BOOK 


225 PAGES 

ELEMENTARY COURSE 

INTERMEDIATE COURSE 

ADVANCED COURSE 

WORKING BLUE PRINT 

9 COMPARATIVE CHARTS AND TABLES 

13 LARGE DETAILED DRAWINGS 

GLOSSARY OF BUILDERS’ HARDWARE TERMS 
CROSS REFERENCE INDEX 

60 CHAPTERS 


Below are listed some of the chapters 


Model Stock 
Butts and Hinges 
Locks 


Window Hardware 

Getting Builders’ Hardware Prospects 

Scheduling, Marking and Servicing 

Hardware Finishes (Comparative Chart) 

Door Butts (Comparative Chart) 

Jamb—Floor and Checking—Floor Hinges (Com- 
parative Chart) 

Mortise Bit Key Locks and Latches (Compara- 
tive Chart) 

Mortise Cylinder Locks and Latches (Compara- 
tive Chart) 

Trim for Mortise Locks (Comparative Chart) 

Lock Sets 

Schools of Design 

Window Hardware (Comparative Chart) 

Barn Hardware 

Surface Door Closers (Comparative Chart) 

Floor Hinges, Concealed Closers and Thresholds 
(Comparative Chart) 

Door Holders and Stop Devices 

Lavatory Hardware (Comparative Chart) 

Office Building and Apartment Hardware (Sug- 
ested Lists of Locks) 

School House Hardware 
Locks) 

Hotel Hardware (Suggested Lists of Locks) 

Hospital Hardware (Suggested List of Locks) 

Federal Specifications 

Sample Rooms 


(Suggested Lists of 








NOW READY FOR DELIVERY! 


You, who have been anxious to add to your knowledge of 
Builders’ Hardware, can now obtain a complete home study 
course in all phases of this line in one volume. 


The BUILDERS’ HARDWARE TEXT BOOK really takes the 
mystery out of Builders’ Hardware for you. It brings you all of 
the chapters in the series of articles “Taking the Mystery Out of 
Builders’ Hardware” which appeared in HARDWARE AGE dur- 
ing 1937, 1938 and 1939. The Elementary, Intermediate and 
Advanced courses together with all of the Charts, Tables, Work- 
ing Blue Print, Detailed Drawings, Product Illustrations, Glossary 
of Builders’ Hardware Terms are included as well as many addi- 
tional features and as a Cross Reference Index. 


Adon H. Brownell, the author, has left no stone unturned to 
make this study as complete and informative as possible. His 
30 years as a Manufacturer, Buyer and Seller of Builders’ Hard- 
ware have well equipped him in experience in all details of this 
line and have made him a recognized authority on this subject. 
He has a knack of imparting to his readers the knowledge gained 
during a lifetime spent in the Builders’ Hardware business. 


If you are a beginner, this book will be a gold mine of ideas, 
a veritable compendium of answers to problems confronting you. 
If you are a Builders’ Hardware Engineer, this book will be one 
of the handiest reference works you ever owned. 


The cost is $3.00 per copy, cash with order or C.O.D. subject 
to a small postage charge. Sign the coupon and mail it today to 
make sure you get your copy. 


“WSE THIS COUPON = 


HARDWARE AGE 
100 East 42nd Street 
New York, N. Y. 


Gentlemen: 
Send me 


([) Attached is my remittance 
C) Send my book C.O.D. 


NAME 
ADDRESS 
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. copy (ies) of the BUILDERS’ HARDWARE TEXT BOOK at $3 per copy. 





(Canada and Foreign 
Countries $3.50) 


HARDWARE AGE 








BOOSTING 
SALES 





VERYONE needs Duco Cement at 
E some time or other; it’s a mighty 
handy little mender. And dealers say 
Duco Cement is selling like hotcakes! 
They tell us they like to display 
Duco Household Cement because it 
always “‘pays its way”... catching 
those extra nickels and dimes. 

The Du Pont name helps a lot. 
Everyone agrees that made by 
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Du Pont means assurance of quality 
...Whether in ““Duco,”’ Du Pont auto 
polishes, “Cellophane” cellulose film 
. anything! And the efficiency 
of Duco Cement helps a lot, too! It’s 
a clear, flexible, waterproof cement 
that holds permanently on prac- 
tically everything except rubber. 
So, we suggest you set up a dis- 
play of Duco Cement, and get some 


extra profits. It’s no sooner seen, than 
sold! Your first step: Write to E. I. 
du Pont de Nemours & Co. (Inc.), 
Wilmington, Delaware. 


Visit the Du Pont “Wonder World of Chemistry” 
Exhibits at the New York World’s Fair and on 
the Boardwalk at Atlantic City 
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“DIAMOND EDGE I1S_A QUALITY PLEDGE” 
*‘The Recollection of QUALITY 
remains long after the PRICE is forgotten’’ 
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